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THE NATIONAL NEWSPAPER OF MARKETING 


Controlled Circulation Audit Will 
Report Paid and Non-Paid Figures 


New York, June 4—Another 
milestone in the history of circula- 
tion audits was reached here yes- 
terday. Controlled Circulation Au- 
dit will provide audited figures 
on paid circulation separately from 
unpaid in statements covering the 


| Assn. formally requested circula- 
_ tion audits of both paid and non-| 
_paid subscriptions, other associa- | 


| tions and individual national ad- 


vertisers have made similar de-| 


| mands. But the Audit Bureau of 
|Circulations has consistently re- 


period ending Dec. 31, 1953, and| fused to audit non-paid circula-| 


thereafter. 
This sets a new auditing prece- 
dent. Since 1931, when CCA was 


established to audit non-paid cir- | 


culations of business papers, it 
consistently resisted pressure to 
break down paid circulation from 
non-paid. At the beginning, a CCA 
member publication could not have 
more than 30% of its circulation 


paid. In 1938, this percentage was | 


changed to 50%. At the same time, 
CCA decided to audit a member 
publication’s entire circulation but 
still refused to differentiate be- 
tween paid and non-paid. 


s In 1947, CCA abolished all lim- 


itations as to percentage of paid. 


circulation for CCA membership, 
but still refused to differentiate 


between paid and non-paid. In) 


1951, it adopted a new verification 
procedure requiring member pub- 
lications to conform to new rules 
governing accuracy of circulation 
lists as of a specific date before 
each audit. 

Now, CCA, with a membership 


tion, and, until now, CCA has re- 
| fused to separate paid from non- 
_ paid. 

The new auditing service is be- 
|ing offered within CCA’s estab- 
| lished concept of ‘‘controlled”’ cir- 


| culation, G. Kenneth Thornton, | 


CCA president and advertising di- 
rector of Scovill Mfg. Co., said. 
_ This is intended to fulfill what he 
said are expressed needs of the 
American Assn. of Advertising 
Agencies, Assn. of National Adver- 
tisers, National Business Publica- 
tions, and NIAA. 


s Principal features of the new 
program, as described by Mr. 
Thornton, are: 

1. A new CCA publisher’s state- 
ment and audit report form, to be 
known as Form B. The present 
CCA form (Form A) will remain 
| unchanged, and will continue to be 
_ used by a majority of CCA mem- 
| ber publications. 
| 2. Form B is similar to the pres- 


/ent CCA form but it provides sep- | 


arate columns for reporting both 


COOL COUPLE—"The coolest couple in 
town’’—a snowman and the gal who wears 
an Enhance girdle topped with a Lilees 
strapless bra—will be featured this summer 
in newspaper ads like this for Lily of France, 


New York. Sterling Advertising is the 
agency. 
‘Morally Obliged’ ... 


Cohen & Miller 
to Pay Stations 


WASHINGTON, June 3—The Cohen 
& Miller advertising agency this 
week notified Washington radio 
and television stations that it ac- 


of 332 publications, and 21 pending | paid and unpaid portions of total 
applications, will undertake to give circulation. It also provides for 
a breakdown of both paid and non- | supplementary details concerning 
paid circulations. Since 1948, when the paid portion (such as length of 
National Industrial Advertisers | (Continued on Page 74) 


The Posta! Situation... 


Ike Switches Burden of Air Mail 
Subsidy to Civil Aeronautics Board 


WASHINGTON, June 4—The ad-) posed increases in parcel post rates 
ministration’s drive to get the Post that the ban on standard-size par-| 
Office deficit under control moved cels between first class post offices 
a big step forward this week when deprived the department of $52,- 
President Eisenhower announced 000,000 of revenue, and was one 
a reorganization plan which re- of the contributing reasons for cur- 


cepts moral responsibility for any 
loss which broadcasters may incur 
in their efforts to collect nearly 
$50,000 of over-due bills for time 
which was used by Phillips Tele- 
vision, Radio and Appliance Stores. 

Earlier, the attorneys for the 
agency had notified the stations 
that Cohen & Miller is not finan- 
cially responsible because it signed 
its contracts, “agent for Phillips” 
(AA, May 25). 

This week, however, the agency 
mailed a round-robin letter to 11 
stations involved in the Phillips 
situation stating that the attorneys 
speak for the agency “in a legal 
capacity, and only in a legal capac- 
ity.” Cohen & Miller declared: “No 
attorney is authorized to speak for 
us in a moral capacity.” 
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PR Business Begins to 
Take ‘Definite Shape’ 


61 PR Companies Answering ‘AA’ Questionnaire 
State Clearly the Special Functions They Perform 


By John Crichton 
New York, June 4—The public relations business, nearly eight years 


after the end of World War II, has begun to show definite shape. In 
the days following the war, there was considerable discussion as to 


| where public relations would eventually come to rest; some thought 


it would supplant the advertising agency, others thought it would ele- 
vate the entire advertising business to a more celestial plane. 

In this report, 61 representative public relations consulting compa- 
nies have replied to an ADVERTISING AGE questionnaire. It ought to be 
said immediately that this in no sense represents a complete directory 
of public relations consultants, nor are the answers of these companies 


‘McCall's’ Sets Up 
Flexible Page Plan 


of 38 Combinations 


New York, June 4—Latest de- 
velopment on the junior-size unit 
front is McCall’s decision to offer 


zine now is offering ‘fan unprece- 
dented 38 color and space combina- 
tions.” The figure includes 17 new 
units. 

Major new units and their prices 
are three-quarter pages, $10,850 
in b&w, $15,160 in four colors; 
429-line partial pages (junior 
pages), $9,215 and $13,000; 286- 


a “flexible page plan.” The maga-| 


necessarily projectable to the p.r. 
business as a whole. It does, how- 
ever, contain a sizable spread of 
| companies, ranging in size from 
|Carl Byoir with 260 employes to 
“one, two and three-man compa- 
nies; geographically, its range is 
from Montreal to Jacksonville, 
from New York to Los Angeles. 


= Most of the replies are from 
\New York, and Manhattan more 
clearly dominates the public re- 
lations business (certainly so far 
as consultants are concerned) than 
it does the advertising business. 
What stands out in this report 
is that the 61 companies have 
clearly defined functions. They 
'know what phases of the business 


line partial pages, $6,190 and $9,-|they are equipped for, and they 
020; and 143-line partial pages, Stated clearly in their answers to 
$3,290 and $3,820 for black and 
one color. (The 143-line unit is not 
available in four colors.) 


the questionnaires what phases of 
p.r. they normally consult in. 

The shape of the public rela- 
tions business, as it emerges in 
s Advertisers who buy 286 or 143)| this report, is basically this: 
lines may take the unit either with! It is a small business (the 61 re- 
editorial guaranteed beneath or an;|spondents employ a total of 1,353 
ad beneath. If an ad appears be-/| people, or fewer people—to draw 
low the 286-line unit, the price,;a quick comparison—than work 
drops to $5,795 in b&w and $8,275 for Young & Rubicam—and nine of 
in color. If an ad runs below the | the consultants employ 782 of the 
143-liner, the price decreases to! 1,353 people); it is a substantial 

(Continued on Page 68) (Continued on Page 44) 


(NBC, CBS Spend $250,000 in Coronation 
TV Race; ABC Wins; All Get Ist Prize 


| 


| New York, June 3—After a 


ing System came out of the air 


lieves the Post Office Department | 
of responsibility for nearly $80,- | 
000,000 of air mail subsidies. | 

Under the President’s plan, the | 
Post Office would continue to pay 
the airlines for the actual cost of | 
transporting mail. However, the 
portion of mail pay which consti- 
tutes a subsidy to the carrier would 
be charged against the Civil Aero- 
nautics Board. 

Meanwhile, there were reports 
from reliable sources that the Sen- 
ate appropriations committee in- 
tends to suspend the special law 
adopted by Congress two years ago 
banning the shipment of standard- 
size parcels between first class post 
offices. 


s The bill was passed in order to 
force retailers who have been ship- 
ping by parcel post to use Railway | 
Express service, but Congress has | 
been bombarded with protests 
from retailers who feel the law is 
discriminatory. 

Moreover, retailers have pointed 
out during recent hearings on pro-— 


rent parcel post deficits. 

Last week, Postmaster General 
Arthur Summerfield was reported 
to be sounding out congressional 
leaders on a broad postal rate in- 
crease bill involving a 4¢ rate for 
out-of-town first class mail, a 2¢ 
rate on direct mail advertising 
matter and a sharp increase on 
mailing costs for publications. He 
has already asked the Interstate 
Commerce Commission to increase 
parcel post and catalog rates by 
35% for a potential revenue of 
$160,000,000. 


a The Summerfield plan algo in- 
cluded a provision which would 
authorize the Postmaster General 
to adjust postal rates at any time, 
subject to a congressional veto. 
The rate program was advanced 
as a “temporary” measure, pend- 
ing the completion of reorganiza- 
tion plans which are expected to 
reduce postal operating costs. 
Republican leaders are said to 
be hostile to the proposals. 
(Continued on Page 75) 


huge press play, arduous prepara- 
= “It doesn’t make any difference tion and expenditures of about 


(Continued on Page 71) ing Co. and Columbia Broadcast- 


Last Minute News Flashes 
Heublein Cocktails Go to Harry B. Cohen 


HARTFORD, June 5—G. F. Heublein & Bro. is switching its mixed 
cocktails from Scheideler, Beck & Werner to Harry B. Cohen Adver- 
tising, New York, effective Sept. 1. SB&W will get Relska vodka, pre- 
pared by L. Relsky & Cie., Cockeysville, Md., a Heublein subsidiary. 


Philip Morris Offers Cigaret Cases in Summer Drive 
New York, June 5—Philip Morris & Co. wilf promote vacation sales 


of a free plastic cigaret case with every carton purchased. Only a 
heavy point of purchase campaign will be used, with distribution hing- 
ing on chain store support. 


Union Carbide Promotes Blount and Intemann 


| New York, June 5—C. W. Blount has been named v.p. of sales, and | 


H. K. Intemann, v.p. and general sales manager of Bakelite Co., a di- 
| vision of Union Carbide & Carbon Corp. Mr. Blount succeeds George 
_C. Miller, who has become president, and Mr. Intemann succeeds Mr. 
Blount. 


(Additional News Flashes on Page 75) 


to us how contracts were signed, or $250,000 each, National Broadcast-_ 


of cartons of regular and king-size Philip Morris cigarets with an offer | 


race for first TV coverage of 
Queen Elizabeth’s coronation with 
—you guessed it—a first prize for 
each one. 

| For months the two leading U. S. 
video networks had been scheming 
|toward a TV scoop. Both had jet 
pilots warmed up and standing by 
jin Goose Bay, Labrador, ready to 
‘speed the British Broadcasting 
_Corp. kinescopes of the ceremony 
to Boston. 

A major preliminary skirmish 
took place in Boston, where both 
CBS and NBC headquartered large 
forces in preparation for the tele- 
cast. CBS-TV took the offensive by 
getting Mayor John B. Hynes to 
|proclaim June 2 as CBS-TV Coro- 
nation Day. NBC+TV rushed a top 
v.p. to complain and Mayor Hynes 
backed up and included NBC-TV 
in the civic recognition. 


s As C-Day neared, the barrage 
of press releases, bristling with 
hints of secret strategy, mounted to 
'an abandoned erescendo. “Some of 
|NBC’s plans for TV transmission 
(Continued on Page 8) 
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Hint to Agency Heads: 


Seeking Opportunity? 
Why Not Guatemala? 


Cuicaco, June 2—It is only through severest self-control that this 
foreign correspondent does not now write on Guatemala as an expert. 

I recently returned from a tour of that Central American country 
which took me—mostly by DC-3s and dugout canoes—to booming 
cities, mountain lakes, Mayan ruins, tropical jungles, old pirate hide- 
outs, feudalistic coffee fincas and steaming volcanoes. 


s I talked with industrialists, 412° Indians, advertising men, importers, 
members of the American embassy, plantation owners and housewives. 
In good conscience, however, I can’t claim to be an authority. I was 


in Guatemala only five days. 


Fir Plywood 
Budget Tripled 


GEARHART, ORE., June 2—Doug- 
las fir plywood manufacturers are 
preparing to triple the scope of 
fir plywood promotion in the 
second half of the year. 

Members of the Douglas Fir 
Plywood Assn., holding their an- 
nual convention here this week, 
focussed attention on the need 
for building strong markets to ab- 
sorb increased output of the indus- 
try. In the first 20 weeks of the 
year, production ran 27 per cent 
ahead of last year as the result of 
expansion in capacity. 

“Markets for more plywood can 
be found, but they must be sold,” 
B. V. Hancock, executive v.p. of 
Cascades Plywood Corp. and out- 
going president of the trade assoc- 
iation, said. He added: “We need 
more intensive industry-sponsored 
sales promotion and more effective 
sales techniques by individual 
manufacturers.” 


s First phase of the stepped-up 
promotion will come with a mid- 
summer advertising campaign for 
exterior fir plywood used in out- 
door storage units, carports, small 
boats, and structural applications 
in houses and commercial build- 
ings. 

The campaign will be followed, 
Mr. Hancock said, with a $100,000 
jobber salesmen’s contest. 

The association elected the fol- 
lowing officers: S. Eberly Thomp- 
son, M and M Wood Working Co., 
Portland, president; H. B. Garri- 
son, Evans Products Co., Coos Bay, 
Ore., v.p.; R. A. Neumann, Elliott 
Bay Mill Co., Seattle, secretary; 
and Arthur Berggren, Puget Sound 
Plywood, Tacoma, treasurer. 

E. W. Daniels, chairman of the 
association’s promotion manage- 
ment committee and director of 
sales for Harbor Plywood Corp., 
Aberdeen, Wash., was honored ina 
resolution crediting him with a 
dominant role in the growth of 
the industry during the past decade 
and for leadership in joint indus- 
try-wide market promotion. 


This trip was strictly in line of 
duty. Cenfral America’s first full- 
fledged ad agency south of Mexico 
invited the press down for its 
principal client, Aviateca Interna- 
national Airlines, which is soon to 
begin advertising in key U. S. mar- 
kets. ADVERTISING AGE was the only 
business paper represented. Others 
on the tour were from wire serv- 
ices, Magazines and newspapers. 


® The agency is Mayan Interna- 
tional Advertising, only four 
months old but headed for great 
success if its press tour is any sign 
of what’s ahead. 

As press trips go, this did the 
course in par, from start to finish. 
It began with a breakfast in New 
Orleans on a Saturday morning, at 
which the purpose of the tour was 
explained and releases on Aviateca 
handed out. For any who might be 
nervous, word was dropped that 
Avieteca has never had an accident 

(Continued on Page 36) 


Cleveland Indians 
Will Test Effect of 
Television on Gate 


CLEVELAND, June 3—There’s a 
hint of possible doom here for 
televised baseball. 

The Cleveland Baseball Co. has 
announced a blackout of three 
games to provide a test pattern. 
Indians’ home games and a few 
on the road are sponsored by 
Pfeiffer Brewing Co. over TV 
station WXEL. 

Night games with Washington 
on June 9, New York on July 22 
and Chicago on Aug. 12 have 
been removed from the television 
program. 

All three are attractive games. 
The move indicates how seriously 
club owners are thinking about 
attendance problems. 

The erased home games will 
be replaced by three road games, 
through agreement between the 
club and Pfeiffer, George A. Med- 
inger, club v.p., said. The agency 
for Pfeiffer is Maxon inc., Detroit. 

Sports writers are surmising 
that next year the Indians will 
eliminate the telecasts of local 
night games and replace them 
with away from home games. 


SOCIETY LEADERS—These are the men who will direct the activities of the Radio & 

Television Executives Society of New York during the coming year. They are (left to 

right) Joseph A. McDonald of National Broadcasting Co., treasurer; George Shupert, 

United Artists TV Corp., Ist v.p.; James Goines, WOR and WOR-TV, president; 

Robert Burton, Broadcast Music Inc., 2nd v.p., and Claude Barrere, Broadcast 
Information Bureau, secretary. 


COLORFUL—This color ad, scheduled for 

look and Collier's during June and July, 

is typical of Ansco’s series for its color 
film. Biow Co. is the agency. 


Ansco Doubles Use of 
Newspapers, Starts 
First TV Spot Drive 


BINGHAMTON, N. Y., June 2— 
Ansco, a division of General Ani- 
line & Film Corp., will double its 
use of newspaper advertising this 
year and will employ television 
spots for the first time. 

About 100 markets will be 
reached via newspapers, and the 
TV spots will reach consumers in 
14 major trading areas. 

The company will maintain its 
regular coverage in consumer, 
trade, scientific, technical, photo- 
graphic, consumer and trade pub- 
lications. 

One-half, two-thirds and full- 
page b&w and color ads will run 
in Collier’s, Holiday, Life, Look, 
The New Yorker, Newsweek, Par- 
ents’ Magazine, The Saturday 
Evening Post and Time. 


# Almost all color ads will also 
carry mentions of Ansco’s na- 
tional color photography contest, 
which runs from June 15 through 
Sept. 30. 

The new theme of the color 
campaign is “Better color pictures 
with today’s Ansco color film.” 
The b&w film consumer campaign 
stresses Ansco’s all-weather film 
and is keyed to the headline “In 
any weather...with any cam- 
era—clear, bright snapshots guar- 
anteed if you use Ansco film.” 
This same idea is also carried 
through in Ansco’s new television 
spots. 

Also stressed, particularly in the 
newspaper ads, is Ansco’s Econ- 


of Ansco all-weather film, which 
saves the customer 15¢ on the pur- 
chase of individual rolls of film. 
Each of the b&w all-weather film 
ads also features Ansco cameras in 
varying price ranges. 

Biow Co., New York, 
agency for Ansco. 
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Wisconsin Daily to 
Publish Pioneering 
3-D Ad This Week 


WAUKESHA, WIs., June 5—What 
may be the first three-dimensional 
advertisement published in an 


5 American newspaper is scheduled || 
» to run next week in the Waukesha 
| Daily Freeman. 


The 3-D effect will be achieved 


simultaneously with a twin lens| 
camera. Each picture will be} 
printed in a different color. Lenses 


delivered with the newspaper will 


Advertiser in the 3-D trial run 
is Hale-Frame Associates, Wauke- 
sha interior decorator. Carpeting 
will be displayed in the ad. 


a G. H. Koenig, Freeman general 
manager, said experimentation 
with the two-plate color process 
began more than two months ago. 
Test printings on a 16-page Duplex 
press show “a new life-like ap- 
pearance” to pictures produced 
with a 3-D camera, he added. 

More than 10,000 pairs of two- 
color glasses will be distributed 
with the issue in which the ad ap- 
pears. Newsboys will deliver the 
paper unfolded “so that each read- 
er will be given an opportunity to 
see the three-dimensional effect 
at its best,” according to Mr. Koe- 
nig. 

A British newspaper, the Salis- 
bury & Winchester Journal, last 
month published a four-page sup- 
plement in 3-D, including 11 ads. 
A 3-D ad also appeared in a Brit- 
ish film trade magazine in May. 
Viewing glasses are required in 
each case. 

In the U. S., the summer issue 
of Gentry contains a half-page 
3-D ad printed in red and blue, 
with Field & Flint Co., Brockton, 
Mass., shoe manufacturer, picking 
up the tab. 


Maryland Marketers Elect 


George V. Wise, advertising 
manager of H. B. Davis Co., has 
been elected president of the 
Maryland Industrial Marketers, a 
chapter of the National Industrial 
Advertisers Assn. Other officers 
elected are Walter Koper, Paul 
Chratter and Calvert Chapline, 
v.p.s; Marcus E. Smith, secretary, 
and Lloyd Denton, treasurer. 


Beaumont Joins Agency 
Donald T. Beaumont Jr., just re- 
turned from a 15-month tour of 
duty with the Air Force, has 
joined the direct mail division of 


Beaumont, Heller & Sperling, 
Reading, Pa., agency. 
Elting Boosted to Exec V. P. 


Harold R. Elting, general sales 
manager since December, 1952, has 
been promoted to executive v.p. of 
|Michael-Leonard Co., Sioux City 
‘and Chicago seed company. 


New York, June 2— Sartorially, 
American males are getting mighty 
casual, according to figures com- 
piled by Esquire and Esquire’s 
Apparel Arts. 

For instance, back in 1947, 73% 
of the men’s shirts produced were 
dress shirts, and only 27% were 
sport shirts. Last year the ratio 
was just the other way round— 
33% were dress and 67% were 
sport. 

And while suit production was 
dropping from 23,412,000 in 1948 
to 19,306,000 last year, sport coat 
production jumped from 4,865,000 
to 6,400,000. Separate trouser pro- 
duction was zooming from 37,- 
742,000 to 45,864,000. 

Even the content of clothing 
changed drastically. In 1947 trou- 
ser fabric proportions were 62% 
wool, 24% synthetics and 14% 
cotton, while in 1952 the propor- 
tions were 32% wool, 62% syn- 


Sport Shirts Outsell Dress Shirts 2-to-1 


thetics, 6% cotton. 

The study, called ‘“Men’s Ap- 
parel Markets, U. S. A.,” was pro- 
duced to give agencies and adver- 
tisers “a better grasp” of the in- 
dustry. Mack C. Gorham, research 
director, said the report may be 
done annually. 


Coleman Rejoins Colonial 
Eugene Coleman Jr. has re- 


ROYAL WELCOME—Annette Green, direc- 
tor of public relations for Lentheric Inc., 
New York, supervises the arrival of a spe- 
cial shipment of Royal Rose Bouquet, new 
perfume named in honor of the British 
queen, on the Queen Mary in New York. 
Lentheric will arrange a special window 
display for the scent as a tribute to Eliza- 
beth. 


Campaigns Open 
for Seagram's, 
Gordon's Gins 


New York, June 2—Two gins, 
Seagram’s Ancient Bottle and Gor- 
don’s, announced record advertis- 
ing promotions this week. 

L. H. Hartman Co., agency for 
Gordon’s gin, reports “the largest 
and most comprehensive newspa- 
per drive ever put behind a gin” is 
slated to run between now and 
next April, with insertions in 200 
newspapers in 170 markets. Ap- 
pearing weekly for the most part, 
ads will total from 7,500 to 11,000 
lines per newspaper, in sizes rang- 
ing from 200 to 450 lines. 

During the warm weather pe- 
riod, June through August, ads will 
run more often. Gordon’s will put 
about 65% of its total budget in 
newspaper space this year. 


= The Seagram Seabreeze, made 
with Ancient Bottle gin and tonic 
water, “‘will be the most extensive- 
ly advertised and promoted sum- 
mer drink in history,” according 
to George E. Mosley, v.p. in charge 
of advertising and sales promo- 
tion for Distillers Corp.-Seagrams 
Ltd. 

Eleven ads will run in 125 news- 
papers in 95 cities in sizes rang- 
ing from 480 to 800 lines. A maga- 
zine campaign during the same pe- 
riod will use three different ads, 
including color spreads and pages, 
in nine publications. They are Col- 
lier’s, Cue, Ebony, Esquire, For- 
tune, Life, Look, Newsweek and 
Our World. 

Liquor publications will carry 
ads through July, both national 
and local. Roy S. Durstine Inc. 
handles the Seagram ancient bot- 
tle account. 


Washington Admen Elect 

William E. Coyle, 
manager of the Washington Star, 
has been elected president of the 
Advertising Club of Washington. 
Other officers elected are Stuart 
M. Armstrong, advertising direc- 


joined Colonial Dames Inc., Holly- 
wood cosmetics producer, as ex- 


has recently been assisting T. J. 
Lewis, president of Bymart-Tin-| 


tion of that company. 


Akamian Joins Garfield 


Andrew Akamian, formerly with 


R. T. French Co., mustard maker, 
has joined Sidney Garfield & As- 
sociates, San Francisco, as an ac- 
‘count executive. 


tor of the National Radio Institute, 
lst v.p., and Kenneth H. Brown, 


ecutive v.p. Identified with Coloni- manager of the Washington office 
al for many years, Mr. Coleman|of Progressive Composition Co., 


2nd v.p. 


tair Inc., in the sales reorganiza- Weit to Western Advertising 


Orin E. Weit, operator of Weit & 
Associates, Los Angeles, industrial 
public relations consultant, has 
been named a v.p. of Western Ad- 
|vertising Agency, Los Angeles. In 
|his new capacity, he will serve as 
'p.r. consultant to some western 
‘accounts. 


promotion ~ 
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NBC-TV Discounts 


New York, June 4—National 
Broadcasting Co. has restyled its 
discount structure to make net- 
work television a more alluring 
buy for advertisers. 

In announcing the details of the 
new plan, which becomes effec- 
tive July 1, George H. Frey, v.p. 
and sales director, said it was de- 
signed to encourage three trends 
in network sponsorship patterns. | 
He itemized them as follows: 

“1. Increased use of low-cost 
daytime periods by advertisers sell- 
ing products bought chiefly by) 
women. Manufacturers of foods, 
household supplies, drugs, toilet 
goods and other products have 
been attracted by expanding pro- 
gram schedules and growing audi- 
ences. 


ws “2. In order to take greater ad- 
vantage of the power of network 
television, many advertisers have 
increased their program schedules | 
or announced their intention to do 
so as soon as additional program | 
periods become available. 

“3. A growing number of mod- | 
erate-budget advertisers have dis- , 
covered for themselves that alter-_ 
nate-week sponsorship of popular | 
daytime and evening programs is_ 
an economical method of utilizing | 
the medium.” 

Mr. Frey said a major advan-| 
tage of the new plan is that it per- | 
mits an advertiser to combine all | 
of his programs, regardless of. 
length (excepting participations of | 
less than 15 minutes) and rate. 


Are Liberalized 


classification, for weekly discounts. 
Another significant 


39 weeks for discount purposes. In 
the future, sponsors who use NBC- 
TV for 26 weeks—consecutive or 
alternate—during a discount year 


will be eligible for weekly dis- | 


counts on all facilities bought dur- 
ing the year, he explained. 


= NBC-TV’s new weekly discount 


‘is based on the aggregate percent- 
age of hour rate charged for all 


program periods used during a 
week. The combined percentage 
values of all sponsored periods (a 
quarter-hour equals 40% of the 
hour rate, a half hour of two con- 


_tiguous quarter-hours equals 60%, 
|ete.) used during each week de- 
'termines the advertiser’s weekly 


discount. If his aggregate per- 
centage totals less than 40% he 
gets no discount. Above 40% earns 
a 5% discount; the discount ranges 
up to 15% for 200% and over. 


# Since the annual continuity dis- 
count is 10%, year-around spon- 
sors, who buy liberally on the net- 
work, can earn up to 25% when 
the two discounts—weekly and an- 
nual—are combined. 

Mr. Frey said time segments 
purchased on “Today” and the 10- 
minute segment buys on “Show of 
Shows” and_ specified special 
events are excepted from these dis- 
counts. Separate discount sched- 
ules are provided for purchases 
of this type. 


Young Adman Award 
Goes to Serkowich 


New York, June 3—Joe H. 
Serkowich, advertising manager 
of R. G. LeTourneau Inc., Peoria, 
has received the second annual 
Outstanding Young Advertising 
Man of the Year 
award from the 
Assn. of Adver- 
tising Men. 

Won by David 
Ogilvy last year, 
the award is giv- 
en for distinctive 
contributions to 
the field of ad- 
vertising. Four 
runners-up were 
also named. They 
are Rosser Ree- 
ves, partner and creative supervis- 
or, Ted Bates & Co.; David J. Ma- 
honey, president, David J. Ma- 
honey Inc.; Robert A. Schmid, v.p. 
in charge of advertising, public 
relations and research, Mutual 
Broadcasting System, and John 
H. Poole, head of John Poole 
Broadcasting Co., Hollywood. 


Joe H. Serkowich 


® Last week AAM elected L. John 
Holden Jr. of The Paper Setter 
Inc. as president for the coming 
year, succeeding Edgar Hall. 
Other officers elected are: Thomas 
B. Noble, Thomas B. Noble Associ- 
ates, and Ben Inwood, Brown & 
Gravenson, v.p.s; John Ryder, 
Norm Advertising, treasurer; Ruth 
Selsky, Lane Bryant Inc., record- 
ing secretary, and Ruth Goldstein, 
WMGM, corresponding secretary. 


Appoints Buchanan-Thomas 


Otoe Food Products Co., Ne- 
braska City, has appointed Bu- 
chanan-Thomas Advertising, Oma- 
ha, to handle advertising for its 
Morton House line of canned meat 
specialties. Plans call for regular 
newspaper schedules in approxi- 
mately 20 markets, and radio and 
television schedules in certain oth- 
er markets. 


WIJAS Names Wasser, Kay 
WJAS, Pittsburgh radio station, 
has appointed Wasser, Kay & Phil- 
lips, Pittsburgh, to handle its ad- 
vertising. An extensive promo- 
tion, beginning in June, will util- 
ize consumer and trade media. 


World's Biggest 
Ad Medium May 
Be Ted Evans 


New York, June 3——Mr. Adver- 
tiser, do you have a tall story to 
tell or something big to sell? 

If you do, Gales-Rojac Corp., 
sales promotion company, has the 
medium for you—‘The Tallest 
Man in the World.” 

He is Ted Evans, presently with 
Ringling Bros. and Barnum & 
Bailey Circus. He is 9’ 3” tall, 
weighs 465 lbs. and is 28 years 
old. When his contract runs out 
Oct. 31, Gales-Rojac will make him 
available to an advertiser on a 
yearly contract basis. 

In a mimeographed letter headed 
“An Opportunity That Comes Only 
Once in a Lifetime,” the company 
explains, “He may be used on tel- 
evision, radio or in any agreeable 
way you desire.” 


s Suggested uses for Mr. Evans: 
A tour of the country, visiting re- 
tailers and dealers and attracting 
crowds. 

Gales-Rojac will supply a car 
for Mr. Evans, with a driver. The 
car will carry an advertising mes- 
sage. 

Costs for Mr. Evans’ services 
are: first year, $30,000 with re- 
newal option for second year at 
$35,000. The “year” will be ten 
months so that Mr. Evans can 
vacation in July and August and 
visit his family in London, ac- 
cording to the letter. 


John Budd Opens in Charlotte 


John Budd Co., newspaper ad- 
vertising representative, has 
opened an office in the Liberty 
Life Bldg., Charlotte, N. C. Arthur 
C. Toomer, formerly in the adver- 
tising department of the Charlotte 
Observer, will be office manager. 


_Miss Webb Joins Botsford 


Natalie Webb, formerly with 
Stewart & Co., Baltimore depart- 
ment store, has joined the staff of 
Botsford, Constantine & Gardner, 


'Portland, Ore., as a copywriter. 
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FREE RIDE—Side-panels 


Cuicaco, June 2—Yesterday, the 
Linen Supply Assn. of America, 
trade group of the towel and linen 
service operators, went into the 
national consumer market for the 
first time with a $100,000 magazine 
schedule for the rest of 1953. 

Under the theme “Enjoy the 
comforts of home—away from 
home,” the linen suppliers have 
set out to educate the public to the 
virtues of cotton towels in offices, 
restaurants, stores and industrial 
plants. The first b&w ads went into 
June issues of Life, Newsweek, The 
New Yorker, Time and Vogue, with 
further insertions scheduled once 
a month for the rest of the year. 


# A feature of the new Linen Sup- 
ply series is its customer buildup 
approach: each ad will plug a par- 
ticular service industry user of 
cotton toweling, linens and uni- 
forms. The July ad is dedicated to 
the restaurant operators—“A Res- 
taurant Meal...A Wonderful 
Change”; the August ad, to the 
doctors—“Good Health is Pre- 
cious...Have a Checkup Regular- 
ly.” Later ads will boost barbers, 
beauticians and dentists. 

A month before the appearance 
of each consumer ad, space will be 
taken in a trade publication to 
merchandise it. Trade magazines 
scheduled for this operation in- 
clude American Hairdresser, Bar- 


Picnic 


Month 
se 


f more than 2,000 delivery trucks in the U. S. and Canada 

will carry this indirect plug for the grocers next month, courtesy of the towel and 

linen supply operators. Segun last November by the Linen Supply Assn. of America, 

Chicago, this aid-the-customer series has already boosted the grocers, the butchers 

the restaurateurs, plus bond, blood and Red Cross drives. A national magazine 
campaign has also been started by the association. 


Linen Suppliers Use ‘Plug the Customer’ 
Approach for Ist National Consumer Drive 


ber’s Journal, Journal of the 
American Dental Assn., Journal of 
the American Medical Assn. and 
Restaurant Management. 


® The linen suppliers’ aid-the- 
customer approach got its start 
in another operation, a highly suc- 
cessful series of four-color posters 
displayed on the sides of the trade’s 
2,000 delivery trucks. Each month 
since the beginning of the series 
last November, the product of a 
different customer trade has been 
plugged. 

So far, the linen panels have 
displayed the wares of the grocers, 
the restaurateurs and the butchers, 
plus still-more-gratis ads for the 
savings bond and blood donation 
drives and the Red Cross. 


® According to Herbert V. Hedeen, 
Linen Supply Assn. secretary, the 
themes of the posters and consumer 
ads will soon be synchronized. 
Meanwhile, he says, the association 
is busy stimulating members to 
contact the benefited customers. 
“We send members a letter which 
they send to their bakery or but- 
cher shop customer, telling him 
what we're doing. 

“But that’s all it says,” he adds. 
“We've deliberately stayed away 
from any direct plug.” J. A. Robin- 
son, Chicago, handles the associa- 
tion’s magazine advertising. 


‘Cincinnati Enquirer’ 
Offers Auto Dealers 
Retail Contract Rates 


CINCINNATI, June 3—The En- 
quirer, beginning June 1, is offer- 
ing retail advertising contract 
rates to new car and truck retail- 
ers here. 

In a letter to the dealers, the 
newspaper explained that it has 
long felt selling new cars is as 
much a retail business as selling 
dresses or furniture. 

Present general rates are 40¢ per 
line daily, 55¢ Sunday. Under the 


tailers will pay 26¢ per line daily 
|}and 39¢ Sunday. 


# The unusual move by the Cin- 
cinnati paper has a precedent in 
| the cases of the Dallas News and 
|Dallas Times-Herald, which from 
‘early in World War II until last 
year accepted all automotive copy 
at retail rates from retailers. How- 
ever, early in 1952 the two papers 


redefined the automotive adver- 
tising status, extending retail rates 
only to dealers advertising differ- 
ent makes of cars in competition 
with other local retailers (AA, 
Feb. 11, 52). 

The Times-Star and the Post, 
Enquirer competitors, have told 


ADVERTISING AGe that they contem- 
plate no changes at present in their 


new ruling, the car and truck re-— 


rates. However, if business is lost, 
they may take a move similar to 
the Enquirer’s, 


Minneapolis Adclub Elects 

Roger M. Holt, advertising man- 
ager for Munsingwear Inc., has 
been elected president of the Ad- 
vertising Club of Minneapolis. 
Other officers elected are George 
| Hellickson, Olmsted & Foley, Ist 
v.p.; Edward Cashin, Batten, Bar- 
ton, Durstine & Osborn, 2nd v.p.; 
Tres Goetting, Campbell-Mithun, 
3rd v.p., and Gordon Malten, First 
National Bank,  secretary-treas- 
| urer. 


KJR Adds One, Boosts One 
Rod McArdell, formerly with 
KXA, Seattle, has been appointed 
to the sales staff of KJR, Seattle. 
J. Arch Morton, KJR station man- 
ager, has assumed the additional 
duties of sales manager. The sta- 
tion, formerly the Seattle affiliate 
of American Broadcasting Co., has 
become an independent outlet. 


Nagel to Management Group 

Carl E. Nagel, formerly assis- 
tant to the president of McGraw- 
Hill Book Co., has joined the 
Council for International Progress 
in Management as v.p. and manag- 
ing director. 


Pace Joins Young & Rubicam 

Julian V. Pace, formerly in the 
television copy department of Ben- 
ton & Bowles, has joined the tele- 
vision copy department of Young & 
, Rubicam, New York. 


For More Linage 
Try Mail Order, 
Newspapers Told 


NRDGA’s Abrahams Says 
Catalog Printers Are 
Monopolizing the Field 


LOUISVILLE, June 2—The best 
chance for newspapers to add re- 
tail linage is in mail order and 
catalog advertising, according to 
Howard P. Abrahams, manager of 
the National Retail Dry Goods 
Assn.’s_ sales promotion division 
and visual merchandising group. 

Mr. Abrahams, who spoke at a 
Locally Edited Gravure Magazine 
Group advertising conference, said 
stores are planning to increase mail 
order and catalog advertising be- 
cause of the trends to branch 
stores and to self-selection. 

He pointed out that privately 
printed catalogs are getting the 
added advertising revenues, not 
newspapers, and he cautioned the 
latter to adopt the proper selling 
methods, 


® “But there are plenty of in- 
stances, day in and day out,” he 
said, “‘where a catalog issued with- 
in a newspaper is a better promo- 
tion buy for a store.” Mr. Abra- 
hams listed these reasons: 

“1. Stores know newspaper ad- 
vertising. They are geared to its 
production problems. 

“2. Newspapers offer a guaran- 
teed circulation which usually 
matches a_ store’s trading area. 
There’s no need to buy mailing 
lists. 

“3. Properly prepared, with a 
good institutional cover, it will 
have long life in a home. I wonder 
how many newspaper readers ac- 
tually keep their newspaper maga- 
zine and book review sections for 
a week or longer? 

“4. Reprints for store distribu- 
tion can be inexpensive. 


@ “5. Newspaper catalogs can be 
flexible in pages with a shorter 
closing date. 

“6. When inserted in the news- 
paper it is paid for by the custom- 
er. There is always the psychologi- 
cal value of treasuring something 
that you pay for more than some- 
thing that is free. 

“7, When inserted in the newspa- 
per, it gives the store advertising 
dominance and creates a ‘big time’ 
impression about the store. 

“8. It gives a store a change of 
pace from normal advertising. 

“9. It sets the store apart from 
its competitors.” 


® The advantages of privately 
printed catalogs, he said, are: un- 
limited sizes and shapes; printing 
on a variety of paper stocks; better 
reproduction; no competition from 
other stores when they arrive in 
the mail; an expensively printed 
catalog can reflect the character of 
a high-quality store, big press 
runs, and the possibility of selling 
co-op ads. 

Mr. Abrahams advised news- 
papers to shift their methods if 
they are interested in the catalog 
business. 
| “Your approach,” he said, “must 
be; a combination of the techniques 
of the direct mail advertising agen- 
| cy specialist and the private print- 
‘er.” He said that if a newspaper 
decided to go after a Christmas 
catalog, for instance, its presenta- 
tion should be based on the fol- 
lowing: 

“1. You should have taken pho- 
tos of the outside and interiors of 
the store last Christmas when it 
was in holiday dress. Failing in 
this, do a rough drawing of the 
store, illustrating a Christmas scene 


(Continued on Page 72) 


= ‘ = alt tant eS < S— — - fo 
ee 
pe Po : , | eee 
, 2 eee 
- ae 
en 7 Se : oe Seg ak ae 
GS Nae dy —- . ; _ a 
Y ‘* “4 i \ oy io ic" 
RSS AM a i a. tA ’ Bes 
J > ce 2, s : Se et 
| ~ a y —— thee bal —-- rer 
eo 4 eee RS 
sent (‘fs etin > >_> ‘ 7 abe) 
Ss ~- ~ Y « ey 
~_s1_— ~~ % ; as 
a .- a 
| 2 he Pa 
| | ' =) ' = 
m ENJOY A MEAL OUTDOORS — 
aa nN 
saa 
ce 
| Pon ea 
bere: ae 
| ie. era 
a | | Bia 
- ‘ ¥ ~ 
, Cia, 
" ; eee, 
ee ae 
‘ ee | = : 
b oe 
" ae 
| a a 
3, Seat 
st ; 
= ee 
is Bee 
d ee. 
0 = os 
j= an ; ; 
ee 
= hk 
> 
— Z 
i : 
at i jess ge 
le Pane 
ic Get Aa 
P= ae ns 
ig a i tai ahaa eae, iia iti) 
ze ; 
Do me 
ns coe 
a- 
e- 
is, | 
BS, | Se ee 
»l- : ee < 
T= : : 
nd 
Ty i ee 
ial Sale 
nc. @ OF. ee 
t- * Vir eye 
ion ~ Me. 
ar, 
the | rc ti‘ ‘(‘O‘OCOC@*q 
on. 
art 
ite, 
vn, : 
‘ice 
pie 
J ahs + pan 
it & we 
rial i 
has 
Ad- 
.In : 
> as 


a 


Disappearance of 
Masterpiece Upsets 
Gotham Hosiery Co. 


New York, June 4—Anybody 


seen Masterpiece? 

If you have, please bring ’im 
back to Count Alexi Pulaski at 
Poodles Inc., 51 W. 52nd St., so’s 
he and the Gotham Hosiery Co. can 
stop worrying. 

Masterpiece, for your informa- 
tion, is a poodle. According to his 
boss, Count Pulaski, who owns 
Poodles Inc., Masterpiece 
earned about $11,000 for the last 
three years, mostly as a TV and 
advertising model, and from stud 
fees. 

If you doubt it, the Count says, 
you can check the Chase National 
Bank, which has an account in the 
name of Masterpiece. 


s At any rate, last Friday Master- 
piece was stolen from the Count’s 
shop. Observant neighbors report 
they saw a woman spirit the gray 


poodle out the front door. 

| The Count is upset. On Monday 
he had to substitute a less-exper- 
_ienced pinch-hitter for a sitting 
previously arranged with Master- 
| piece. 

Gotham Hosiery people are up- 
'set. They have used Masterpiece 
for the last three years, at $25 an 
hour for their Gotham cheesecake 


roway, Barry Gray and others to| 
publicize the theft. 
This is not a publicity stunt, the 
Count says. “All we want is the 
dog.” 
And thereby hangs the tail. 


Plan Dover's First Daily 


William R. Smith, Milford, 
Conn., and Bernard (Jack) Smyth, 


hosiery ads. Masterpiece has al-| Renovo, Pa., have purchased two 
most become a trademark for! Dover, Del., weeklies from John 
_ cheesecake hosiery, says Gotham. Hampton Barnes Jr. and Evelyn 
His last appearance was on a Life|S. Barnes, both of Philadelphia, 


color page May 4. Gotham is dis- 


with the object of converting one 


rr 
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Advertising Age, June 8, 1953 


If you’ve wondered just what public relations outfits do, AA has found 

out from 61 of them employing 1,353 people 
Radio stations in Washington can breathe a little easier now that 
Cohen & Miller assumes responsibility—strictly a moral one—to 


pay overdue bills for its Phillips account ................... Page 1 
There’s plenty of opportunity in Guatemala, of all places. For an ac- 
COURE Of D TAWMIUIOUS OFONS BOGE BEG nbc ccc nescccsccsicsesa Page 2 
Bored? Looking for a new medium? A big one? Here’s your chance, 
now that gigantic Ted Evans is available .................. Page 3 
Want to see a really startled man? Turnto............ Sa 5G Page 16 


has) 


of the weeklies, the Delaware 
State News, into a five-day-a- 
: week afternoon paper. The news- 
= The Count has already distrib-| paper, which will be issued as rap- 
uted 1,000 blowups of Masterpiece |idly as possible, will be Dover’s 
offering a “substantial reward” for | first daily. The other paper, the 
his return. In addition, he’s making | Index, will continue as a weekly. 
| 1,500 more blowups of the Gotham | i 

ad which the hosiery company will ‘Chain Store Age’ Adds 3 

spot around town, also offering the) Chain Store Age, published by 
reward. Any store owner who is Le bhar-Friedman Publications, 
| instrumental in recovering Master- New York, has added three to its 
‘piece will also get a reward, the Sales staff in Chicago. They are 
| Count says. 


j 


traught. 


William Gorman, for the druggist 
; ‘edition; Byron Doran, for the gro- 
| The Count has prevailed on cery edition, and Paul Gillespie, for 
_newspaper columnists, Dave Gar- | the fountain edition. 


== Bes Moines Sunhay fieg. 


Reg ESD 


— <= —— 7 +) : 
w ee 
W000 | Leth er] eemcee DTT TT eee we 
aaa wh Re wi Vy y y oe hd 
= | F|—== 


“What makes you so sure the boss is going to have you 
take a bow for showing him how to sell all lowa through 
the Des Moines Sunday Register?” 


arantee you an audience with the boss for adver- 
tising in the Des Moines Sunday Register... but we can with 


We can’t 


all lowa! 


Take a look for yourself: The Des Moines Sunday Register 
actually covers this whole state better than most 
if delivers 2 out of 3 of a// lowa families, city and farm. 
Coverage in 83 out of the 99 counties is a remarkable 50% to 
complete domination. In 9 counties more, it’s a high 40% to 
49%. For the few others, it’s at least 21%! 

As for the lowa market it’s a two-fold wonder! Total income 
to the tune of four billion dollars is split between farm and city 
folks—the farm families being the nation’s richest...and the 
city dwellers buying even more fabulously than major cities 
like Philadelphia, Boston or San Francisco. 

The news is still good: the cost of covering this unusual 
market is a modest §|,90 milline rate. 


a city. 


apers cover 


PACKAGES A STATEWIDE URBAN 
MARKET RANKING AMONG 
AMERICA’S TOP 20 CITIES 
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If you've thought artists don’t really need help laying out an ad, 
maybe you’ll change your mind when you see what happens when 


President Eisenhower’s TV show wasn’t a slick job just by chance; 
BBDO people worked on it for two weeks 
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Twe More Promotions 


New York, June 4—Two more 
merchandising drives for the re- 
tail drug industry will be launched 
this month in Puck—The Comic 
Weekly and 22 independent com- 
ics sections. 

Consumers will be urged to “try 
your druggist first” in connection 
with Father’s Day, June 14, and 


vacations, June 28. Each promo- 
tion will comprise a full-color page 
opposite comics in 41 cities. 
National advertisers participated 
in a similar promotion in Puck 


for health and beauty preparations 
(AA, March 23). 

Products to be featured on the 
comics pages for Father’s Day gift 


ers, Williams Lectric Shave, Paper 
Mate pens, Pal blades and Wildroot 


when it comes time to think about | 


and independent comics last March | 


suggestions include Seaforth prep- | 
arations, Remington electric shav- | 


‘Puck’ and 22 Independent Comics Schedule 


for Drug Store Items 


Cream Oil hair tonic. On June 28, 
the comics ad will push vacation 
preparations such as Arrid deod- 
orant, Pepsodent, Johnson & John- 
son products and Absorbine Jr. 

| Thirty drug chains will give 
point of sale support, with 9,000 
McKesson & Robbins stores head- 
ing the merchandising effort. 

A fourth promotion, pegged to 
“back to school” items available in 
drug outlets, is being planned for 
September. 


WCKY Promotes Topmiller 

Charies H. Topmiller, since 1947 
station manager of WCKY, Cin- 
'cinnati, has been promoted to ex- 
ecutive v.p. 


Don Turner Named Grant V. P. 

Don C. Turner, personnel direc- 
tor for all offices of Grant Adver- 
| tising, Chicago, has been promoted 
to v.p. in charge of personnel. 
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Dear Bill: 
As you know, WE have been us? g Herald Tribun as on 
| of the leading U.S. newspaper ® jected to carry geries ‘ 
r | of messages on the smportanc® world tre e. igned to Wy: 
convince top management that internation 1b ess is 80° \" 
pusiness _" these message ha ceiv gespread qnter - 
; | est and much favorable comment. 
| From th respons© to the aavertise™ nts ynning e Herald “ 
; Tribune SP sfically> kn e are reac g large numbers 
; | f executive t the Po y aking level, @ well a8 many 
| thers t© ur stor { pecial gignifican® ‘ 
| In prief, have four the Her? Tribune to be an excellent 
mediv for convey an idea t° high aliber audience ° 
pusiness d strial leaders: 
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Congress Weighs Fate of Business Census; 
Douglas Calls It Handout to Ad Agencies 


WASHINGTON, June 3—Repre- 
sentatives of the Senate and House 
appropriations committees will 
meet behind closed doors soon to 
decide the fate of the Censuses of 
Business and Manufactures for 
1953. 

House committee members have 


the Senate yesterday voted $9,- 
400,000 for the manufacturing and 
business studies and $2,200,000 to 
start work on a Census of Agri- 
culture for 1954. 

A committee of marketing ex- 
perts who visited with leaders of 


ELECTROTYPE COMPANY 


1, CHICAGO 7, ILL. 


/turing censuses wil] 
been hostile to the censuses but | 


|the House appropriations commit- 


tee this morning came away hope- 
ful that the business and manufac- 
survive the 
conference. 

The visiting group 


spent 11) 


hours with Rep. John Taber (R.,. 


N. Y.); Rep. Cliff Clevenger, (R., 
O.) and Rep. Frank Bow (R., O.), 
all outspoken skeptics during past 
discussions of census work. 


| 8 A spokesman for the group said 


particular efforts were made to 
demonstrate that the census ma- 
terial is urgently needed by busi- 
ness but cannot be collected by 


_ business on its own. 


One of the committee members, 
representing Ford Motor Co., ex- 


viding for simultaneous studies of 
manufacturing, retailing, whole- 
saling, service industries, mineral 
industries and transportation at 
five-year intervals. 


s Preparations for the 1953 stud- 


ies, the first simultaneous censuses | 


under the program, had been un- 
der way for more than a year, 
when the House last month dis- 


allowed the $14,000,000 which: 


President Eisenhower requested 
for the program. In voting to re- 
store the Censuses of Business and 
Manufactures, the Senate commit- 
tee decided to suspend the studies 
of mineral industries and trans- 
portation. The agricultural cen- 


|sus, also taken at five-year inter- 


plained that business expenditures | 


refining and interpreting census 
materials are many times 
amount invested by the govern- 
ment in the original studies. 

The censuses which are before 
the conference committee are au- 
thorized under special legislation 


the | 


passed by Congress in 1946, pro-| 


vals, is carried out under separate 
authorization. 

The census program had a nar- 
row escape in the Senate, where 
Sen. Paul Douglas (D., Ill.) de- 
nounced the Census of Business as 
a handout to advertising agencies 
and private research groups. He 
warned that another $5,000,000 


interest 


he 
AME RICAN WEEKLY 


ENTHUSIASM! 


creates 1 N'THUSIASM 


It’s no trick to outsell others in a competitive market, 


when you present your product with the distinguishing touch of enthusiasm 


which The American Weekly can give it! 


*Enthusiasm is interest raised to the buying pitch! 
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will be required next year to com- 
plete tabulation and publication of 
the reports. 


\s Reporting that the appropria- 
|tions committee had received at 
least 3,000 letters supporting the 
‘census program, Sen. Douglas 
chided: “A tremendous amount of 
|political heat has been generated 
in an effort to get money for them. 
;And the heat has come primarily 
|from those who proclaim from the 
housetops their zeal for economy. 

“The number of economy but- 
ers is really extraordinary. The 
interesting thing is that these let- 
ters do not come from Democrats 
and from alleged high spenders, 
but from those business groups in 
our population who scream loudly 
about the high level of govern- 
ment spending and the high tax 
level. And with certain individual 
exceptions, these people who are 
asking for the $20,000,000 are 
largely the same ones who have 
opposed expenditures for the re- 
lief of slum dwellers, the poor, the 
sick. They are generally the same 
persons who damn the growth of 
big government and the welfare 
state. 


s “Apparently it is not the wel- 
fare state to which they object so 
long as their own welfare is being 
furthered, and apparently they do 
not object to the expenditures 
from which they benefit. They are, 
as I say ‘economy but-ers’—‘Econ- 
omy for the poor but not for me; 
economy for the other fellow, but 
not for me.’” 

In the showdown the Douglas 
motion to eliminate the census 
was beaten 41-38, with Douglas 
continuing to argue. 

“This does not have particular 
public interest in comparison to 
the interest which private busi- 
ness has in it. The information is 
|designed primarily for the use of 
marketing agencies: advertising 
and other groups who would like 
to have the public do their re- 
|search work for them. I suggest 
this is a form of subsidy with a 
dangerous tendency toward the 
|socialization of statistics, which in 
my judgment should be resisted.” 


® Senate appropriations commit- 
tee chairman Styles Bridges (R., 
N.H.) pointed out that the busi- 
ness and manufacturing censuses 
have been taken regularly since 
1929. “If the only thing socialized 
in this country was statistics we 
would be well off,’’ he quipped. 

Sen. Homer Capehart (R., Ind.) 
commented that it would be a 
| mistake to terminate the census s 
because private industry couldn't 
|accumulate the information by it- 
self. “This is one instance in which 
the government can do the job 
better for the people than they 
|can do it for themselves,” he said. 
“I think that ought to be the test 
when any question of socialization 
is raised.” 


® The marketing group’ which 
visited with the House appropria- 
tions committee leaders today in- 
cluded Rowland Jones, president 
|of the American Retail Federation, 
,and members of the staff of the 
‘federation who have been active 
in organizing interest in the cen- 
|sus program. 

| In addition to the retail federa- 
tion representatives the committee 
included John G. Byler, financial 
'v.p. of W. T. Grant Co. and chair- 
man of the retail federation; Har- 
old Garrett of the New York Daily 
News; Warren Cordell and Fred 
_ Leisch of A. C. Nielsen Co.; Ernest 
A. Tupper, American Can Co.; 
|Gerald W. Lynch, Ford Motor Co., 
‘and Paul Bolton, executive v.p., 
National Assn. of Wholesalers. 


Resigns Eagle Lock Account 

Wilson, Haight & Welch, Hart- 
ford, has resigned the account of 
Eagle Lock Co., Terryville, Conn., 
effective June 30. 
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WILL THE THIRTY-FIVE MISSING 


MILLIONAIRES CALL NBC? 


| Last week we held our regular review of 


America’s million-dollar national advertisers and 


a OOOO 


where their money goes. It’s our substitute for 


exercise. 


a aah h U/l 


Thirty-five of these firms—35 of the big names in 
business—have no investment scheduled, in 1953, 


for network radio or television. 


, | 7 As spokesmen for these media, we are disturbed. 

: Not because we’ve failed to sell the 35 on NBC, 

: but because—somewhere along the line— 
we've failed to tell our industry’s story as it + 

should be told. ony 


y 
1 Have we neglected to show that what’s happening 


in network Radio-TV redefines the term 
“national media”? NBC radio and television 
now blanket the nation. Twenty-three million 
television sets are in service. Network radio 
reaches millions at the lowest cost of any 


mass medium, i Cae 


We have bales of figures, but a personal chat 
would be more convincing. Will the missing 
millionaires call us at their convenience? 


All 35 can reverse the charges. 


a service of Radio Corporation of America 
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Canada Shell Oil Names Gill 

Frank W. Gill has been ap- 
pointed sales manager of Shell Oi 
Co. of Canada, Toronto. 
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_ ANY OFFICE GIRL 
CAN SET FOTOTYPE! 


Anyone in your office can set perfect head- 
lines, body text, with Fototype. Styles, sizes for 
every job—house organs, ads, direct mail, cata- 
logs, brochures even letterheads! Easy, fast. 
(A stenographer set this entire ad!) Cuts type 
costs by as much as 90%. Clean, sharp charace 
ters, ready for offset or silk screen reproduction. 
Send for free catalog today! 


a 
? S 5 & | % 3 Yee 
OTYPE?™ 
> 
1415 Roscoe Street 
CHICAGO 13 


NBC, CBS Spend $250,000 in Coronation 
TV Race; ABC Wins; All Get Ist Prize 


(Continued from Page 1) 


of its coronation films to American 
audiences are still top secret and 
will remain so until Coronation 
Day,” an NBC press communique 
announced. 


Full-page CBS newspaper ads. 


promised the “clearest view your 
screen will bring you...twice the 
picture definition of other Corona- 
tion coverage through special ad- 
aptation to British scanning stand- 
ards.” 

| Through it all the American 
| Broadcasting Co., which sold radio 
‘coverage to Pepperell Mfg. Co. and 
fore and aft TV commentary on 
the occasion to Handmacher Vogel, 
‘kept a discreet silence after the 
‘announcement that ABC would 
‘carry a Canadian Broadcasting 


| 


Corp. television feed, unsponsored, | 


from Montreal. 


a Royal Canadian Air Force jet 
fighter, were the first to reach this 
continent. CBS and NBC, which 
poured all kinds of money into 
their own jet operations, were 
easily outdistanced. 
'@ ABC went on the air with the 
CBC telecast at 4:14 p.m., EDT. 
American, “acting as a good neigh- 
bor,” gave NBC permission to use 
‘its microwave link to Canada and 
'NBC was on with the CBC pro- 
‘gram at 4:18 p.m., EDT, by most. 
reporters’ count. However, NBC’s 
watch put it four minutes earlier | 
and the network ran a full-page) 
ad on Wednesday claiming “first 
pictures, first films, most coverage 
and largest audience” for the 
event. 
CBS-TV had its projectors roll- 
jing by 4:24 p.m., EDT. Columbia 


edited out the preliminaries and 
rushed up the climactic portion of 
the show, while CBC—and ABC 
and NBC—played the story 
straight through. 


@ Most critics agreed that the 
BBC camera men and commenta- 
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normally to be found in export de- 
partments. 

One reason was that stores were 
not anticipating much American 
spending this early. Most of the 
_ coronation visitors, they felt, would 
be doing their shopping toward 
\the end of their visit. 


tors, who gave a wonderful object | 


jiesson ir how to handle a color as- 
signment without saying too much, 
were very good indeed. 

Columbia’s radio and TV cover- 
age was sponsored by Willys Mo- 
tors. General Motors presented the 
broadcast and telecast over NBC. 
DuMont did not carry the history- 
making pageant. 


NO SPECIAL DISPLAYS 
SET UP FOR AMERICANS 


LonpoN, June 3—British adver- 
tisers took a lot of space in Ameri- 
can-read magazines to woo dollars 
from American visitors to the cor- 
onation of Elizabeth II. But there 
was nothing spectacular to be seen 


| This was a happy decision. The' claimed a first on the televising of in London stores to cater to them, 
'CBC films, rushed to Canada by the actual crowning. This network beyond the standard tourist items 


Ar 1 4 On | jobs outpace 


Arizona’s non-farm jobs have soared 136% since 1940 and 
30% since 1950 to outdistance Arizona’s nation-leading 
population growth nearly 2-to-1! And the Phoenix Republic 
and Gazette reaches 59% of all the homes in this dollar- 


flushed market. 


NOW 206,300 


Nearly half - 47%, - of Arizona’s non-farm jobs are right 
in the Phoenix Metropolitan Area. And this lusty goldmine 


of new business is covered 100+% by the... 


PHOENIX 


AND GAZETTE 


PHOENIX, ARIZONA 


s Another cause was simply the 
glut of tourists. With so many 
tourists from the Commonwealth 
and other nations, few retailers 
felt they could make special bids 
for the American trade. 

The British government did 
make the important concession of 
raising the proportion of tax-free 
shopping coupons available to dol- 
lar-area tourists. Tourists now get 
to buy £5 of goods tax-free for 
every £10 they trade in their dol- 
lars for. Formerly, the rate was 
£5 for every £15. 


CORONATION MEANT 
LITTLE ADVERTISING 


NEw York, June 4—Little atten- 
tion was paid to the coronation by 
advertisers here this week. 

Newspaper, audio and video edi- 
tors were properly “sent” by the 
big pageant, but the average ad- 
vertiser—who has been building up 
to the coronation for weeks past— 
went through the climactic days 
with little more than a ripple in 
the paid space columns. 

Except for the radio and TV 
nets, which took an estimated 30,- 
000-40,000 lines to trumpet what 
they were going to do and, later, 
how successfully they did it, most 
advertisers took the coronation 
week strictly in stride. 

A check of the local dailies found 
advertising executives, excepting 
those for the Times and World- 
Telegram & Sun, not impressed 
with coronation linage. One ad di- 
rector even complained that some 
regular advertising was yanked 
from his paper to make room for 
special picture pages. 


a Advertisers who did tie in with 
a coronation theme were chiefly 
department stores like Wanamaker 
and Macy’s, steamship lines, tele- 
vision sponsors and manufacturers 
of equipment used for the tele- 
casts. 

Ponds Extract Co. apparently 
was the only outfit that could get 
a “nobility” page together (AA, 
June 1). Pond’s, which for 30 
years has been collecting prod- 
uct endorsements from titled and 
society women, used 20 of the 
more prominent plugs for the 
“tribute to their Queen” page 
which ran on June 2 in 47 U.S. 
and Canadian newspapers. 


s Although in not quite so spec- 
tacular a fashion as the networks, 
newspapers and magazines were 
also boasting of their speed and 
eoverage. 

The New York Daily News, for 

example, took TV spots asking lis- 
teners to “leisurely” read Wednes- 
day’s paper for a full report. In the 
paper, it claimed the first corona- 
|tion picture of Queen Elizabeth, 
| saying that it even beat all but one 
'of the British newspapers. 
' Among magazines, Business 
| Week issued a release laying claim 
‘to first place in the Windsor handi- 
‘cap. The national management 
weekly said it will hit the streets 
tomorrow (Friday) with 34% pages 
of coronation photos and text. 


| 


a “Unlike the networks, which 

‘talked about their operations for 
'weeks before the event,” says 
Business Week, it lined up and ex- 
-ecuted its “first in the weekly 
|magazine field” coverage without 
prior notice. 

However, the June 8 issue of 
Newsweek, out today, carried four 
pages of coronation pictures and 
text. The magazine reported a 24- 
hour delay in its press run in order 
to make this issue. Time, also out 
| today, carried an equal amount of 
' coverage. 
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TRUE, America’s largest 
selling man’s magazine 
—circulation guarantee 

1,750,000 


Some of the prominent men’s 
apparel and accessories 
. ma advertisers that make TRUE the Bens 
| | No. 1 book in the men’s field: | 
. Alligator - Botany Mills - Catalina : : 
a ae 2 : Holeproof - International Shoe Co. § an $8 tand sale sf 


Levi Strauss - Lustberg Nast 
eee fee Paris - Pendleton - Robert Reis | 
ee ee fe =Van Heusen - Weldon <a e eae 


Hien’s magazine: 


eee ks ey ee leading magazines 


Bes tia : Among the weeklies 


Ms KE bs on. : Women’s Service Magazines 


pias 7 ; 3 Shelter Magazines 
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THE PEOPLE: The Breck company is a family 


@ organization, founded in 1908 by Mr. John H. Breck (third 


from right among those seated), who is still President. 


His daughter, Miss Constance Breck (seated at his left) is Secretary 


and Assistant Treasurer. His son, Edward J. Breck (center, 


seated at desk) is Vice President and General Manager. Another son, 
John H. Breck, Jr. (third from left) is Treasurer. Others in this 


typical Executive Committee session are (from left to right): 

Philip L. Sherman, Traffic Manager; John M. Fitzgerald, Sales 
Promotion Manager; Thomas M. Glynn, Production Manager; 

Arthur W. Tosh, Sales Director, Drug and Department Store Division; 
Robert J. Croken, Head Manufacturing Chemist; William 

R. Markland, Chief Chemist. Seated at extreme right is John R. 
Gilman, Jr., Director of Publicity and Assistant Advertising Manager. 


SUCCESS? 


THE SALES PROGRAM: 
* In the 25 years since Breck started selling beauty 
shop wholesalers, a large and excellent sales 
organization has been developed. Outlets include beauty 
shops (still very important), department stores, 
specialty shops, drug and grocery stores. Point-of-sale 
merchandising ranks high in Breck strategy. 


(Above) Henry J. Bravin, owner of the Brevoort Pharmacy, 
23 W. 8th St., New York, and first New York druggist 
to use a Breck window display; (right) Vance Roeder, 
New York Sales Manager for the Breck Company. 
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THE PRODUCT: Unlike other companies making 


shampoo, Breck is a firm of specialists in the care of the hair. 
In 1932, Breck began the successful and revolutionary 
development of three low-alkalinity special shampoos for different 
hair conditions—a devotion to product improvement and quality 
control that has become synonymous with the name Breck through the years. 


THE PLANT: 400,000 shampoos leave this 


new manufacturing plant daily. Raw materials are pumped 
and filtered from storage tanks into day tanks, and 
ultimately they are fed into the assembly line (shown here). 


They Have 5 Answers 


John H. Breck, Inc., Manufacturing Chemists, leaders in hair-care field, 
build business to hundred million shampoos yearly... bulk of national 
advertising carried consistently by foremost magazine for women. 


Forty-five years ago, John H. Breck began experimenting with individualized shampoos 
and hair treatments in one modest-sized office in Springfield, Mass. 


Never Underestimate the Fower of a Woman ! 


As the demand for his preparations grew, the business expanded. In 1928, 
Breck preparations were first offered through beauty shops. 


In 1932, under the leadership of Mr. Breck’s son, Edward J. Breck, the company 
pioneered the development of special low-alkalinity shampoos for different hair 
conditions—a complete breakaway from what had been classic; namely, the single 
all-purpose shampoo which everyone in the business had sold up to that time. 


(o)—_ | By 1946, with Breck preparations solidly entrenched in beauty shops and in retail 
Every year following, Breck increased their advertising, with the bulk 


0) outlets, the Breck company was ready to advertise nationally. From the beginning, 
WL » of it placed consistently in Ladies’ Home Journal. Sales increased steadily — 


Breck advertising appeared in full-color pages in magazines. 
> even when general industry figures were down. 


et 


And MEVER vaderestimete the power of her teverite mogeime! 
Der example. the Journal vs het emong All megerinre 
im erwentend cates iveding the erst te 817 wta* 


Socts JOURNAL 


In 1952, 40% of Breck national advertising was placed in Ladies’ Home Journal — 
12 full-color pages. Sales increased 20% over 1951. 


“Our formula for successful advertising,’ says Edward J. Breck, 
Vice President and General Manager, “‘is consistent use of magazines for women. 


| The greater part of this success is due to Ladies’ Home Journal.” 


= TOURNAL 


A Curtis Publication 


THE ADVERTISING: 


@ Dominant among the factors in the spectacular 
Breck success has been a sound program of national 

advertising in magazines for women. In the execution of 
this advertising, moreover, basic elements of good 
advertising have been stressed: continuity, dominant space, 
full color. And year-after-year sales increases have followed 
year-after-year increases in Breck’s investment in ‘“‘the most 
important magazine for women’’— Ladies’ Home Journal. 
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The ‘Times-Picayune’ Case 

From time to time, anyone in the advertising business is sure to 
hear gripes from advertisers and agencies about “forced combina- 
tions” and the nefarious practices of publishers who use them. And 
yet, we believe that the advertising field as a whole—including the 
majority of advertisers ard agencies who have complained about 
forced combinations at one time or another, welcomes the Supreme 
Court decision which acquitted the New Orleans Times-Picayune of 
anti-trust activity because of its combination rate. 

For one thing, an adverse decision on this question would have 
caused a real upheaval in the advertising business, since there_are 
about 180 similar cases in the U.S., and all of them would have to 
change their rate structure if the New Orleans papers had been found 
guilty of anti-trust action. Another—and more important—reason 
why few in advertising will be disturbed by the decision is that most 
advertisers know that combination rates, even though they may tend 
to force advertisers into papers they might not otherwise use, are 
likely to be “bargain” rates. 

What interested us more, in a sense, than the basic decision on 
rates was the acknowledgment by the court’s majority that refusal to 
sell advertising, by itself, does not violate the law. All media have 
always maintained that they are the sole judges of whether or not 
they will accept advertising, and that they have a right to refuse to 
accept advertising for any reason which seems valid to them, or for 
no reason at all. 

This sound position has frequently been upheld by the courts, but 
it was slightly obscured by the recent decision in the Lorain Journal 
case, where that newspaper was ultimately enjoined from refusing to 
accept advertising under certain conditions. 

The most recent Supreme Court decision spells out the fact that 
ordinary refusal to sell advertising has no parallel with the Lorain 
Journal case, where, as the Supreme Court majority opinion put it, 
there was “a bold, relentless ‘and predatory” effort to prevent adver- 
tisers from using a competing radio station. 

Any doubt about a medium’s right to accept or refuse advertising 
based on its own standards would create an intolerable situation with 
regard to freedom of the press, and therefore it is doubly important 
that the most recent Supreme Court decision makes it clear that no 
such doubt exists in the minds of the nation’s most important jurists. 


Good for Deflating Egos? 


The roundup on foreign car merchandising in the U.S. which AA 
printed last week indicates pretty clearly that U.S. auto makers 
don’t have to worry too much about any immediate loss of business 
to the motor car producers of England, Italy, Germany, etc. 

But the fact that foreign cars have proven as popular as they have 
in this country—and the more important fact that European styling 
has been accepted as superior to the native brand by at least one 
important automobile producer—must give all of us pause. 

Automobiles and the U.S. have been synonymous and indistinguish- 
able. We may have more telephones than any other country, but 
there has always been a “French phone,” and Paris styles, Swedish 
modern, and other foreign things have been accepted as ‘symbols of 
quality. But not so in the motor car field... until now. 

This new invasion—in an area heretofore sacred to native genius 
—is a shock, like a sudden dousing in cold water. It deflates the ego 
a little bit, or a whole lot, depending on one’s viewpoint. At the 
moment, the major impact is in the sports car field. But, who knows, 
it might even result in a new era of American cars designed quite 
differently from those we have seen recently. 


a 


“ONE (hey, wake up)...TWO, (this is only the second round)...THREE, (C’mon 
: we've sold the TV rights for half an hour).. .FOUR.. .” 


—True Magazine 


What They re Saying 


Is There Over-Organization? 


ber of individuals engaged in ad- 
vertising (probably some 70,000- 
80,000 jobs requiring some special- | 
ized knowledge of advertising), the | 
industry has many organizations. 

There are about 25 national ad-| 
vertising associations plus a large 
number of trade associations with 
much interest and activity in ad- 
vertising. There are perhaps 100 
district or area groups and prob- 
ably 200 or 250 local groups. 

The question is often asked—are 
there too many organizations? 
Would it be better if there were 
fewer? 

The question is hard to answer. 

There is much overlapping of 
membership and some duplication 
of activities. But as a rule, each 
group grew out of a special interest 
or need and serves that need as no 
other organization could do. Ad- 
vertising has many diverse facets 
and each of these is of special in- 
terest to a group and of less inter- 
est to others. It would be difficult 
to bring about its dissolution or 
_ combination with some other or- 
| ganization. Time and competition 
will have to take care of any ques- 
‘tion in this regard. 
| The encouraging fact 


is that 


| contacts and cooperation between | 
these various organizations are| 


very much alive and are increas- 
ing steadily. The Advertising Coun- 
cil links practically all of them 
in its fine work. Other cooperative 
efforts such as the U. S. Depart- 


| of course, have a direct and 
Despite the relatively small num- | Compelling personal stake in it, 


because his entire career, his rep- 
utation and his very livelihood de- 
pend upon his ability to manage 
the company successfully—to keep 
it sound and prosperous and to 
provide for its necessary growth 
and development. And the better 
he does this job, the greater his 
reward is likely to be. 

But the profits of the business, 
as such, no longer belong to him; 
the payroll no longer comes out of 
his own pocket; and the failure of 
a dozen unfortunate competitors 
can no longer assure his future 
welfare and security. So he has 
nothing whatever to gain by starv- 
ing his fellow workers, gypping 
his customers, or indulging in the 
practice of monopoly... 


--Benjamin F. Fairless, chairman, 
United States Steel Corp., speaking 
under the auspices of the Edward G. 
Budd Lecture Foundation, Franklin 
Institute, Philadelphia. 


Our Young Admen 

Youngsters eagerly repeat tele- 
vision and radio commercials 
which strike their fancy. Even five 
year olds sing beer commercials 
over and over again with gusto... 
A catchy soap jingle usually 
sweeps through the knee pants set. 
Popular songs frequently are 
shoved aside in favor of ditties 
praising the merits of detergents 
and toothpastes. 

It is safe to say that in homes 
| throughout the nation, millions of 


youngsters under 16 and some 
adults are singing the merits of) 


ment of Commerce bring some of 


them together. Fifteen of the as-| 
|sociations are now affiliated with | 
AFA. The group leaders meet often | 


on industry committees—they at- 
tend each other’s conventions— 
informal contact between many of 
them is frequent. They are con- 
_stantly developing more cooper- 
ation. 


—Elon G. Borton, president, Adver- 
tising Federation of America, in AFA 


News. 
Nothing to Gain 

The industrial manager of to- 
day is a “hired hand” who no 


longer has a purely proprietary in- 
terest in the enterprise. Let me 


hasten to add, however, that he 


cigarets, cereals, beers, scouring | 


powders and others with the same) 
|vigor displayed by the most en-| 
thusiastic annnouncers. They are, 
also much more difficult to shut 
off. | 


—Lester Rand, president, Youth Re- 
search Institute, New York. 


One Essential 

No product or service, however 
skillfully produced or marketed, 
can hope for permanent success 
unless it provides one essential 


thing—the best possible fulfill- 


ment of a valid consumer need. 


—F. K. Leisch, executive v.p., A. C. 
Nielsen Co., at the first annual sales 
and marketing conference, University 
of Notre Dame. 


Advertising Age, June 8, 1953 


Rough Proofs 


Salesmen object strenuously to 


Jack Cunningham’s prediction that 


they are on the way out. They feel 
like a dinosaur who has just been 
informed that he is about to be- 
come extinct. 


Paine, Webber is running car- 
toons in its stock brokerage ads, 
but the test will be to keep them 
funny if the market decides to 
start sliding down-hill. 


“The art department,” says Mar- 
tin Klitten, “is not an endowed 
charity—it has to be paid for what 
it does.” 

Ars gratia artis belongs exclu- 
sively to M-G-M. 


Juhl Advertising Agency illus- 
strates its ad for a creative layout 
artist with an alluring picture of 
a lake and sailboats, but it doesn’t 
say for sure that it has a good out- 
door sports account. 


“Mediocrity,” exclaims Jim 
Woolf, the sage of Santa Fe, “thy 
name is oil company advertising!” 

Boys, you'll just have to step on 
the gas. 


“Either advertise to build a mar- 
ket,” says Al Steele, “or don’t ad- 
vertise.” 

He knows that’s the only sure- 
fire way to get more bounce to 
the ounce. 


Carol Lee, of Shell Oil, thinks 
women take twice as many clothes 
on vacations as they actually use. 

That’s because, when they start 
packing, they discover they haven’t 
a thing to wear. 


The Bureau of Advertising 
shows a female reclining in a bath- 
tub with just her feet protruding, 
and says, “Look at the state this 
gal is in.” 

Washington? 


A network station is advertising 
for a promotion man “capable of 
running his own department.” 

That’s something certain kinds 
of bosses will never be able to find 
out. 


1) 


“Supermarkets need pretty host- 
esses, institute members told.” 

Must be that men are shopping 
more frequently for the family 
groceries. 


At the Inland Daily Press meet- 
ing, J. C. Penney made the revol- 
utionary pronouncement that if a 
store sells an item for 79¢, that 
proves it is a 79¢ item. 


The first ad copy Sid Olson ever 


wrote, it says here, was the Ford 


series on “The American Road.” 
He was just waiting for some- 
body to have a 50th anniversary. 


The rest of the American League 
doesn’t seem to have any really 
serious objection to Casey Stengel’s 
Yankees winning a record-break- 
ing fifth consecutive pennant. 
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e 5* Dimension | 


HELPS YOUR ADVERTISING DOLLARS WORK MUCH HARDER 


¥ 
j 


» DELAWARE VALLEY, U.¢.A. 


THE GREATER PHILADELPHIA MARKET |@ roruanon | 


, Philadelphia area, 
a. over 4,500,000 
persons 


RETAIL SALES 


Philadelphia area, 
over 4 billion dol- 
lars yearly 


= MANUFACTURING 
im Delaware Valleyis 


World’s Greatest ’ 
Industrial Area 


STABILITY 


Diversified industry 
means steady employ- 
ment, fewer — 
tions in labor for 

always a sure market 


THE 
GROWTH 
FACTOR 


Measure Delaware Valley by the first four 
dimensions and you've got a mighty pleasant- 
looking selling site. Today, Valley industry 


ML. expands 1% billion dollars worth. Bigger Capacity and po- 
_ he amet yer i — bigger agree F 1% tential for dynamic 
Pe million families. For tomorrow, the “5th Dimen- 
, ila Neg sion’ —the growth factor—forecasts new sales expansion 
{. = =i mm highs at /ower advertising cost. As it heads 
< aw . Delaware Valley’s forward march, THE 
OF seep, PHILADELPHIA INQUIRER helps advertising 
[on D5 sz Vee Bes } dollars work harder for scores and scores of 
covert ( : . Is 4 i Say > . e ' 
Caf i\\ — hard-selling advertisers! 


Now in its 20th 
Consecutive Year of Total 
Advertising Leadership 

in Philadelphia ! 


Che Philadelphia Prgquirer 


Constructively Serving the World's Greatest Industrial Area 


Exclusive Advertising Representatives: ROBERT T. DEVLIN, JR., 342 Madison Ave., N.Y.C., Murray Hill 2.5838; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S$. DIX, 
Penobscot Bidg., Detroit, Woodward 5-7260. West Coust Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 * 1127 Wilshire Boulevard, Los Angeles, Michigan 0259 
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Ad vertisers ; in ‘the: skyrocketing 
-centitiontng industry put 
' NEWSWEEK second among all 


tioners aver 9 aw the na- 
tional average! | 6% 
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O’Brien Named Kenworth V.P. KIRO, Seattle, Names Piper 


R. D. O’Brien, sales manager for| John M. Piper, a member of the 
Kenworth Motor Truck Corp., Se- local sales staff of KIRO, Seattle, 
attle, has been promoted to v.p. has been promoted to national 
for sales. | sales manager. 


The ELKS 
is UNMATCHED 
in GROWTH , 


Of the 5 fraternal ABC magazines hav- 
ing more than 700,000 circulation, The 
Elks had the greatest circulation gain 
for the 3 years ending June 1952. 


LINAGE INCREASE! 


The Elks Magazine added more linage 
in 1952 over 1951 than any of the 11 
other leading monthly magazines in the 
fraternal, outdoor and general groups. 


MAGAZINE 


New York © Chicago ¢ Detroit ¢ Los Angeles 


Connecticut Dailies Elect 


Herbert Peterson, treasurer and 
general manager of the Herald, 
New Britain, Conn. has been 


v.p., and Barnard L. Colby, Even- 


treasurer. 


Coast Broadcasters Elect 


| Frank Burke Jr., general man- 
-ager of KFVD, Los Angeles, has 
‘been elected president of the 
‘Southern Californie Broadcasters 
'Assn. Other officers are Norman 
Ostby, v.p. of KHJ and the Don 
|Lee Broadcasting System, V.-Pp., 
and Thelma Kirchner, general 
manager of KGFJ, Los Angeles, 
re-elected secretary-treasurer. 


Hill Named Briggs Ad Head 


| Arthur N. Hill, formerly with 
MacManus, John & Adams; Bloom- 
field Hills, Mich., has been ap- 
pointed advertising director for the 
plumbing ware division of Briggs 
Mfg Co., Detroit, manufacturer of 
pumbing ware, automobile bodies 
and body parts. 


Canada ‘A’ Newspapers Gain 

The 59 Class “A” newspapers in 
Canada carried 4,123,718 lines of 
national advertising during the 
first three months of 1953. The 
gain over the comparable period 
of 1952 is 611,468 lines, or 14.4%. 


Names Carter Advertising 

The American Hereford Assn., 
Kansas City, Mo., has appointed 
Carter Advertising Agency, Kan- 
sas City, to handle its advertis- 
ing. Previously, Allen & Reynolds, 
Omaha, had the account. 


Sparks Boosted to PR Head 


Hector Sparks, manager of in- 
dustrial relations and also of the 
| service division for Northern Elec- 
tric Co., Montreal, has been pro- 
|moted to v.p. in charge of indus- 
trial and public relations. 


Radio's 
cROWIN 


The average American spends more time 


combined. 


And in WGN's Nielsen Coverage Area, 


ence for your advertising messages. 


A Clear Channel Station... 


Illinois 
Serving the Middle West — Watts 
0 
sich On Your Dial 


Chicago 11 


with Radio 


than with newspapers, magazines and television 


more than 


2,199,000 radio homes tune in WGN one or more 


times a week—during the daytime—a great audi- 


Chicago office for Minneapolis-St. Paul, Detrolt, Cincinnat! and Milwaukee 
Eastern Soles Office: 220 £. 42nd Street, New York 17, N. ¥. for New York City, Philadelphio and Boston 


Geo. P. Hollingbery Co 
A Solicitors for All Other Cities 
Los Angeles——411 W. Sth Street * New York—S00 Sth Avenue 
Chicago—307 N. Michigan Avenue ¢ 


San Francisco—625 Market Street 


ing Day, New London, secretary- 


elected president of the Connecti-. 
cut Assn. of Daily Newspapers. 
Other officers elected are Carter) 
White, Record & Journal, Meriden, | 


seth ah 


Advertising Age, June 8, 1953 


Getting Personal 


Ted Mueller, publisher of Newsweek, missed the recent magazine 
publishers’ powwow at White Sulphur Springs for a very good rea- 
son—he was serving on a jury... 

Two Chicago publishing executives have recently given their 
daughters in marriage. Mary Claire Hubbard, daughter of Dana 
Hubbard, editor of The Canner, married Paul Walter Oberlin Jr. 
on May 16, and Nancy Patterson, daughter of C. A. Patterson, head 
of Patterson Publishing Co., was wed to Ross Hunter Allmon on 
May 23... 

Ray Whittington, McGraw-Hill executive in Chicago, is back at 
the office on a part-time basis after being laid up for several weeks 
as the result of severe injuries sustained when he fell from a tree 
on his farm near Chicago... 


Dr. O. H. Ball, who recently celebrated his fortieth anniversary 


‘as publisher of The Modern Hospital, is fully recovered from a re- 


cent operation and putting in his usual hard licks at his Chicago 
office. Bob Cunningham, the magazine’s managing editor, is on a 
flying trip to England to re-check his report on the operation of the 
national health system in Britain... 


Donald W. Thornburgh, president and general manager of the 
WCAU stations in Philadelphia, received an award in behalf of 
WCAU-TV from the Boys’ Clubs of America for the station’s aid in 
National Boys’ Club Week... 


HE’S SURPRISED—Don Kemper, president of Don Kemper Co., Dayton, is caught 

by the photographer as he enters the agency’s reception room to find a party 

waiting to begin. A client had detained him while the staff made preparations to 

entertain past employes, media representatives and long-time friends in honor of 
the company’s 10th anniversary. 


Handy with fly rods as with copy pencils, Ralph Leavenworth, 
v.p. of Fuller & Smith & Ross, and Harry Grinton, Cleveland v.p. 
for McGraw-Hill, have been chosen president and membership 
chairman, respectively, of the widely envied Rockwell Trout Club 
at Castalia, O... 

David Bascom of Guild, Bascom & Bonfigli, San Francisco, went 
fishing recently in the Shasta River in northern California with 
Jerome Rosefield, owner of Skippy Peanut Butter (an account) and 
caught the very first trout of the season. His bait was a marshmallow 
dipped in peanut butter. What kind of peanut butter? Skippy, of 
course. .. 

Lt. Comdr. Leon Seelig, USNR, president of Seelig & Co., St. Louis 
agency, has been on two weeks’ annual naval reserve training duty 
aboard the USS Navarro (APA 215), an amphibious attack transport, 
on the Atlantic. ..The New York professional chapter of Sigma Delta 
Chi has elected Kenneth Kramer, executive editor of Business 
Week, as its new president... 

Charles C. Curtis, ad director of the Allentown Call and Chronicle, 
has been appointed commanding general of the newly activated 
28th Infantry Division of the Pennsylvania National Guard by Gov. 
John S. Fine. The new PNG organization replaces the 28th Division 
federalized in 1950 and still with the Army in Europe... 

The San Francisco Adclub turned its May 27 luncheon into a 
birthday party in celebration of the 50th anniversary of the San 
Francisco News. Speaker was Roy Howard, editor of the New York 
World-Telegram & Sun and chairman of E. W. Scripps Co... 

Long active in little theater work, Pence James, copywriter in 
the Chicago office of J. Walter Thompson Co., directed a comedy 
called “Nine Girls,” which was presented by the St. Charles Little 
Theater in St. Charles, Ill., where Mr. James lives... 


Walter Seiler, president of Cramer-Krasselt Co., will head the ad- 
vertising, publicity and promotional committee for the 1953 Mil- 
waukee Community Chest campaign... 

Perhaps Quaker Oats Co. is a good prospect for a standing want 
ad seeking a president. The second to leave for government service, 
R. Douglas Stuart, nominated as ambassador to Canada, expects to 
take over the Ottawa post about July 1. Donald Lourie left the 
company in January to become Under Secretary of State... 

Henry T. McKnight, president of Cornwell Inc., Washington, D. C., 
advertising and public relations company, has been elected a di- 
rector of Weyerhaeuser Timber Co., Tacoma, Wash. He is a grand- 
son of one of the founders of Weyerhaeuser. . . 

Col. Joseph Harvey Long, publisher of the Advertiser, Hunting- 
ton, W. Va., was given a party May 21 in celebration of his 90th 
birthday... 
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TES 


Who is America’s most famous royal figure ? 


This month, the world watched the 
crowning of a Queen. 

Here in America, every day of the 
year, millions follow a remarkable figure 
of royalty who rules only in a kingdom 
of paper and ink. Here, every Sunday, 
20 million Americans acclaim his reign 
—on the colorful pages of PUCK, The 
Comic Weekly. 

He’s The Little King — America’s 
most famous royal figure! 

Are you amazed by the power of this 
pint-sized figure of royalty to command 
such constant attention? You won’t be 
when you read these facts about the 
source of his power: 

For years, comics have been America’s 
favorite reading. Today, 4 out of 5 
adults of all income and educational 


= 
’ 


levels — as well as 95% of American 
youth — read the comics. 

Today, 20 million Americans regular- 
ly read the comics in PUCK, the only 
national comic weekly. 

It’s the power of comics that has im- 
pressed The Little King—as well as 
Dagwood and Popeye and other PUCK 
characters—upon the hearts of America’s 
millions. And it’s the power of advertis- 
ing in PUCK that has impressed the 
names of many best-selling products up- 
on the minds of America’s millions. 

Year after year, men who carefully 
check the effectiveness of their advertis- 
ing have seen ads in PUCK get 32 to 
5 times more thorough readership — and 
more readers per dollar—than matching 
ads in the top national weeklies. 


© King Features Syndicate 


Many of America’s leading adver- 
tisers know the power of PUCK to com- 
mand the reader’s attention. That’s why 
they use PUCK year after year on a 
regular schedule. 

Perhaps you should use PUCK regu- 
larly, too. 


THE COMIC WEEKLY 


The Only NATIONAL Comic Weekly-A Hearst Publication 


63 Vesey St., N. Y., Hearst Bldg., Chicago 
1207 Hearst Bidg., San Francisco 
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Portland Ad Artists Elect 


Ed DeTemple, art director with 
Blitz Advertising Co., Portland, 
Ore., has been elected president 
of the Portland Advertising Artists 
Guild. Other officers elected are 
Jack Myers, Carvel Nelson & Pow- 
ell, v.p.; Pat Shaylor, Joseph R. 
Gerber Co., secretary, and John 
Blew, Gerber Co., treasurer. 


Forms Sandler Advertising 


Mrs. Ysobel Sandler has formed 
Ysobel Sandler Advertising, 1 Gra- 
mercy Park, New York, in associa- 
tion with Frances Pinkett, creative 
director. The agency will specialize 
in direct mail advertising services. 
Both Mrs. Sandler and Miss Pin- 
kett were formerly with Shaller- 
Rubin Co. 


The Travel Trend is to 
__ MOTELS—the young fast-growing © 


. 


products in huge volume. 


praee 


Ree 


American Motel macazine arti by ate ant 


| reports of industrial corporations 


industry that buys hundreds of 


News Ink Price Rises 


The ink division of J. H. Huber 
Corp., Brooklyn, announced an 
increase in the price of news ink 
on June 1, the first since Decem- 
ber, 1950. The increase is 
per pound for the ink in bulk, l¢ 


per pound for that sold in drums. | 


There will be additional increases |: 


on special grades, such as tone 
news inks. The 


costs. 


Robinson Heads WLW-A 


William P. Robinson, with Cros- | | 
|ley since 1938, has been elected 
president of Crosley Broadcasting 


of Atlanta, which operates 
WLW-A. The television station 
was acquired last winter by Cros- 
ley. Mr. Robinson also was named 
director of the Georgia operation. 


Annual Reports Contest Set 
Closing date for entering annual 


and financial institutions in the 
13th annual survey conducted by 


/ne increase is at-| 
tributed to rising manufacturing | | 


| 


Ya¢ 


PE 
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JOHN S. WILLIAMS, creative supervisor on 

the Colgate-Palmolive-Peet Co. account, has 

been elected a v.p. of Cunningham & 

Walsh, New York. Mr. Williams was at one 

time v.p. in charge of creative production 
for Fletcher D. Richards Inc. 


Financial World has been set for 
June 19. The contest this year will 
be limited to the first 5,000 annual 
reports entered. 
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~, Wilbert Explores 


Consumer Campaign 
for Burial Vaults 


Cuicaco, June 2—A trial bal- 


_|loon testing merits of advertising 
‘| burial vaults in consumer maga- 


zines was sent up by the Wil- 
bert W. Haase Co. in the Memorial 
Day issue of The Saturday Evening 


) | Post. 


The suburban Forest Park firm 
used a color page to describe 
the Wilbert concrete vault manu- 
factured by locally licensed plants. 
Distributors in 37 states, Canada 
and Mexico are listed in an accom- 
panying half-page. The ad also car- 
ries the offer of a free booklet on 
features of the vault. 

One of the largest burial vault 
ads to appear in a consumer publi- 
cation, the Wilbert insertion is re- 
garded as a tentative answer to 
the no-water-can-get-in campaign 
of Clark Grave Vault Co., Colum- 
bus, O., Wilbert’s chief competi- 
tor. Clark last year spent $57,867 
in Country Gentleman, Farm Jour- 
nal, Household Magazine, Ladies’ 
Home Journal, Pathfinder, Pro- 
gressive Farmer, The Saturday 
Evening Post and _ Successful 
Farming, according to Publishers 
Information Bureau records. 


# Some Wilbert franchised manu- 
facturers and distributors report- 
edly have been agitating in recent 
years for consumer advertising to 
slow down Clark’s drive. Accord- 
ing to Jerry Bryant, head of the 
Chicago studio bearing his name, 
who prepared the ad (placed 
through Russel M. Seeds Co.), the 
Wilbert consumer campaign will 
remain a one-shot until the dis- 
tributors association’s annual sales 
meeting in Chicago next October. 
Meanwhile, promotion will con- 
tinue in funeral director publica- 
tions. 


Pa. Broadcasters Elect 


William J. Thomas, _ general 


—-- = 


manager of Clearfield Broad- \" 
casters Inc., Clearfield, Pa., has a 
been elected president of the 
Pennsylvania Assn. of Broad- 


casters. Other officers elected are 
Frank Altdoerffer, WIAN, Lan- 
caster, lst v.p.; David J. Bennett 
Jr., general manager, WTPA-TV, 


|Harrisburg, 2nd v.p.; James Mur- 

|ray, manager of KQV, Pittsburgh, 
‘treasurer, and Joseph Connolly, { 
‘radio program director, WCAU, 
|Philadelphia, secretary. 


| Frost-E-ze Bows in Cleveland 


| Protector Inc., Rittman, O., is 
lintroducing a_ready-to-spread 
‘cake confection, Frost-E-ze, in 
'Cleveland. The product comes in 
'a pliofilm bag, and is ready to go 
jon the cake as soon as the package 


Kansas City is the nation's most diversified 
city. Its wealth derives from the soil— 

wheat, corn, livestock, oil, lumber—but to eee ine oe, | (Ct 
this must be added transportation, by rail, ‘account, Television spots, a radio | 
air and highway, and a vast develcpment in ‘ads and point of sale demonstra- 

the field of manufacture. Kansas City stands ae ee 

supreme among American cities in year-in, NRDGA Is Setting Up Code | 
year-out uniformity of prosperity and in the 


The vendor relations committee « 
of the National Retail Dry bh yew 
i ' Assn. plans to set up a “retail code 
record of its rhs shart resources, of ethics” which will serve = a 
i guide to merchants in the conduct d 
production and an dable oie ‘ of every phase of store operation. 
Cow town! Grain town! Bank town! Oil 'The code will be based on recom- 
. mendations made through a sur- 
town! Lumber town! Railroad town! vey of the association’s more than 1 
7,000 members. 
Factory town!l—they all fit Kansas City. i 
, Seattle Printers Elect ae | 
_ George Bovik Jr., Kelly Printing 1 
'Co., Seattle, has been elected pres- 
ident of the Printing Industry of 
Seattle. Other officers elected are 
Perry Acker, American Printing 
\& Lithographing Co., v.p., and 
'George Douglas, Western Printing 
Co., secretary-treasurer. 
Culver Appointed A. E. 


| 

H. Wayne Culver, formerly a 

Chicago New York ‘copywriter in the advertising and if 

202 S. State St. 15 E. 40th St. ‘sales promotion department of \ 
WEbster 9-0532 Murray Hill 3-6161 General Electric Co., Schenectady, 


'N. Y., has joined Michener & 
| O’Connor, Harrisburg, Pa., agency, 
| as an account executive. 
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§ it’s wise to advertise in McCall’s. 
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REASON #1: 
McCall’s widening 


influence among 
women! 


Month by month, year by year, McCall’s 
has been breaking its own all-time circu- 
lation records. McCall’s circulation for 


the lst quarter of 1953 hit 4,500,000... 
the highest quarter in our history. 


As a Home Furnishings advertiser ... you 
need this mass coverage of your market 
—WOMEN. Women are the answer to 
McCall’s steady growth and the key to " 
increased sales for you. Sg 


To the Home Furnishings advertiser 
interested in selling to more women, 
McCall’s is a continuously better buy. 
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it’s wise to advertise 1 in McCall's! 


‘ from the May 1952 issue of McCall's 


from the September 1952 issue of McCall's 


REASON #2: 
McCall’s “home” articles pre-sell women! 


McCall’s has the most home furnishings 
editorial among the top five magazines. To add 
extra sell, McCall’s ideas consistently appear in 
full color. 


FE 
a 

| vo > ae 
vss * 


in & house 


you 


Mary Davis Gillies, McCall’s Houses and Home 
Fashions Editor, says, ‘‘Because of our huge circu- 
lation, McCall’s decorating ideas are seen and 
remembered by literally millions of women—and 
women are your customers. We know they remember 
because many make scrapbooks to keep for future 
buying reference. This active interest in ideas seen 
in McCall’s means more sales for you.” 


y! Jets 


To the Home Furnishings advertiser who knows 
the pre-selling value of Home Furnishings 
editorial, McCall’s is a continuously better buy. from the October 1952 issue of McCall's 
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REASON #3: 


the swing is to McCall’s! 


Home Furnishings advertisers are investing more dollars 
in McCall’s! 


In 1952, McCall’s Home Furnishings advertising revenue 
gained 10.2% over 1951, and McCall’s was the only 
women’s service magazine to show a gain in Home 
Furnishings Revenue. 


More and more important advertisers are spending’ more 


and more important dollars in McCall’s! m 


To the Home Furnishings advertiser who knows his 
market, McCall’s is a continuously better buy. 
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it’s wise to advertise in McCall’s! 


REASON #4: 


Here you see three merchandising and pro- 
motion plans created by McCall’s specialists 
in Home Furnishing promotion. Each program 
is carefully designed to solve a particular sales 
problem. McCall’s regular retail store calls 
build enthusiasm behind each promotion. 


Sales-proved promotion material is always 


You get solid help in promotion and merchandising! 


available and may be used to advantage by 
any type of selling organization, large or small 
... retailer—wholesaler—manufacturer. 


To the Home Furnishings advertiser in- 
terested in the plus values of promotion 
and merchandising, McCall’s is a continu- 
ously better buy. 


135 top department stores tied in with this 1847 Rogers Bros.—Irish 
Linen promotion . . . sparked by personal store calls from McCaii's 
promotion. stoff. 


Youngstown plus 5 other manufacturers participated in a promotion 
using over 50,000 individual display pieces. . . distributed to 20,000 
stores across the nation. . 


Helsey Co. promote glassware with important dealers .. . using combi- 
nation moiling-piece and point-of-sale display, based on a Heisey 
advertisement in May, 1953 McCall's. 


. . Rg 


For further information about 
how McCall's can help you sell 
your product, write to Mr. J. 
Angus Thurrott, McCall's, 
230 Park Avenue, New 
York 17, N. Y. 


McCall’s... influencing the Home Furnishings purchases of women in more than 4,500,000 homes 
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| Advertising Age, June 8, 1953 _ 
Calvert Stresses (Krecker Joins Arndt & Co. ABP Reelects Zwirner 

T ‘ P k f | Richard H. Krecker, formerly | cage rene ey ‘lation man- ; meets’ ¢ 
win Facka in the art department of Al Paul ager of Fairchi ‘ications, has ped } 

/ G geo Lefton Co., Philadelphia, has been roesectes Ee ent of the Na- NW F OREMOS T 
; ; joined John Falkner Arndt & Co., tional Circulatio§ ound Table, \\' | 

| in and Whisky Philadelphia, as an associate art circulation wing ‘he Associated \ bd Atl 
New York, June 2—Calvert director. ‘Business Publica’ ©; | bet, 

| Distillers Corp. is combining pre- | F Only ABC Toy Poper 

packaging of whisky and gin and Milne Joins Hutchins Neave Joins KE. \-TV Leeds | "tinea 

| a campaign to boost summer liquor Charles R. Milne, formerly in| Ralph Neave, fo cverly merchan- Pip ho 

sales. the display advertising department dising consultant ©r CBS Radio, Write for New Market 
Ads will say “Calvert whisky, of the Rochester Democrat & New York, has en appointed \ ADY bust 

Calvert gin...have them both Chronicle, has joined Hutchins Ad- merchandising fic’ representative 1 are ue aka 

{ when folks drop in” to push the vertising Co., Rochester, as an as- for KECA-TV, L: Angeles, a new. 71 W. 23rd N. ¥. 10 

theme that a good host needs ‘iStant account executive. | post. 


both. Hot weather drinks made 
from these two basic ingredients 
will be shown. | 
H A special package has been pre- | 
} pared containing a bottle each of 
} whisky and gin in an open front 
| carton showing the two bottles in 
} a window covered by an awning. 
and surrounded by flowers. It | 
will feature recipes on the back. 
A color spread will be used in| 
Life and pages in -Collier’s and. 
Look next month. Copy will em-. 
phasize Tom Coilins and John. 
j Collins drinks. Similar copy will 
appear on car cards. 


'] 
| 
| # Ads ranging from 300 lines to. 
full pages will start appearing in 
more than 400 newspapers this | 
month and will feature the two- | 
| bottle package in states where its | 
| use is legal. 
Edgar E. Guttenberg, advertis- | 
ing director of the Distillers Corp.- | 
Seagram subsidiary, said that the | 
promotion is timed for the time | 
of the year when most bars and | 
package stores lose income be-_ 
cause of “lower volume and a} 
switch by the consumer to lower 
profit items.” The package appeal 
to women and weekend guests | 
will be supported by point of. 
sale displays. 
Ex-Adman Preserves Flowers 


Spellbound Flowers Inc. has | 
been formed with offices at 1173 | 


Sixth Ave., New York 36. Presi- | 


: 
dent is Hallock Harmon, formerly | y, t 
with Kenyon & Eckhardt and Ten- oom \ n g COs S 
nessee Eastman Co. Believed to be 
the only business *, its kind, | ” 
Spellbound preserves fresh flow- | @ > 
ers in their natural three-dimen- | g ot O Uu d | Zz 4 
sional forms and colors. Initial | 
distribution will be local. 


* 
———— a Here’s a down-to-earth suggestion that 
Henry W. Tavs, formerly sales | has led hundreds of leading companies to 
and merchandise manager for In- | substantial savings. SS 
ternational Latex Corp., has been ie sedi : : > 
appointed general sales manager | Simply specify Consolidated Enamel Papers 
tg ee Pg nr on your next printing order. That way your 
awning-type windows. Mr. Tavs| booklets, sales folders, house organ, or other 


will be in charge of national and | 
foreign sales and advertising for | 
all the company’s divisions. 


printed materials will be assured the very finest 
enamel paper reproduction. But at the same time, 


| you'll be taking fullest advantage of the fact that enamel 
) Summer Rum Drink Pushed | 


re eaie : i a, papers of identical quality are not all the same price. 
ocnenie mpor orp., ew ‘ : 

York, is aalae commoners Stee | Consolidated Enamels cost 15 to 25% /ess than old 
York, New Jersey, Illinois, Ohio style, premium-priced papers. ‘The pure and simple 
and Michigan to introduce a new ; at : 

summer cooler, Rum Carioca ’n reason lies in the modern enamel papermaking process 
Tonic. B&w ads describe the thirst | Consolidated pioneered. By making and coating paper on 
quencher as “a ‘cold wave’ in a} , F . , ; . ght 

glass.” Peck Advertising Agency, | both sides in a single high-speed operation, it eliminates 


New York, is handling the cam- 


ll many costly steps still necessary to other makers. Your budget 


gets all the benefit of the savings. 
Mrs. MacDonald to Artcratt ' 
Mrs. Berta MacDonald, formerly free help * Naturally, you'll want to see if Consolidated 


| sales promotion manager for John Enamels look as good as they sound. So just drop us a note on your letterhea 

Wanamaker, Philadelphia, has Socal onan &° ' 7 yet oJ bl t alt on ; ay ; rad 

| been appointed sales promotion and we Ul send a generous supply without obligation, All we ask is that 
manager for Artcraft Mills, New | your printer run them under identical conditions with the paper you're 


} York, women’s nylon stocking 
: manufacturer. Mrs. MacDonald 
| will be in charge of all promotional 
| advertising and fashion activities. 


a 
Lufkin Switches Agencies ondtotdalec ENAMEL 
Lufkin Rule Co., Saginaw, Mich., 


now using. Then you judge the results and savour the savings. 


maker of tapes, rules and precision P AP E R Ss 

tools, has appointed Jepson-Mur- PRODUCTION GLOSS * MODERN GLOSS + FLASH GLOSS * PRODUCTOLITH + CONSOLITH 

ray Advertising, Lansing, Mich., to CONSOLIDATED WATER POWER & PAPER CO. * Sales Offices: 135 S. La Salle St., Chicago 3, IM JA 
handle all its advertising. Previ- 


ously, Price, Hedrick & Tanner, 
{ Saginaw, handled the account. 


WISN. Milwaukee, Names 2 


J. D. Hill, formerly with WLS, 

Chicago, has joined WISN, Mil- 

waukee, CBS Radio affiliate, as 

sales promotion and merchandising 
manager. j 
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ANTWHERE- Gt? Fue value BY 
TRADING TOUR BUISINE $8 - imCOME, 

MOTEL, FARM, HOME, ETC. FOR 
SOMETHING IN A Ty ied 

WHERE YOU wish TO GO 
Our conse 1S NATION: wee. 

Sto vs A COMPLETE DESCRIOT, oT om 

YOUR PROPLATY, WITH DICT, 

° POS4BLE. YOu Pay us 5% 
COPPAISSION IF A OEAL 1S MADE. 


Rect oes HAROER 


esrTare AMOELES 48. 


ANGELES 48, CAL. 


WWI. Detroit, Boosts Rogers 


Meyers Elected Bassick V. P. 


William K. Meyers, regional sales 
manager in Chicago for Bassick 
Co., Bridgeport, maker of casters, 
a subsidiary of Stewart-Warner 
Corp., Chicago, has been elected | 
executive v.p. Mr. Meyers succeeds | 
Walter F. Herold, who has been 
named a Stewart-Warner v.p. 


Henry C. Rogers, a member of) 
the executivé staff of WWJ and} 
WWJ-TV, the Detroit News sta- 
tion, has been promoted to busi- 
ness manager for WWJ, WWJ-FM 
and WWJ-TV. 


Send in your Storyboards for quotes. 
FILMACK STUDIOS 1323 SOUTH WABASH AVE., CHICAGO 


AT LOWEST PRICE 
IN TV HISTORY ! 


at economy rates. 


Sales and PR Notions... 


Merchandising Devices 


@ Automobile manufacturers like | hitch in this has always been vaca- 
car owners to stick to one brand of tions, when motorists go bouncing | 
oil for the life of the car, but one off the main highways. 


cartons is this one for Kendall Refining Co., 
which provides six one-quart cons of oil 


for trail-blazing vacationists. 


| 


With this in mind, Kendall Re-. 
fining Co., Bradford, Pa., is now) 


merchandising its Kendall oil in a| 
“take home” travel kit for way-| 
Manufactured | 
by Hinde & Dauch Paper Co., San- | 


ward vacationists. 


dusky, O., the new box is printed 
in black and red and carries six 


| one-quart cans. 


'@ A more subtle lube-selling de- 


vice is being promoted by Oilmind- 
er Co., Park Ridge, Ill. What Oil- 
minder has done is to transfer the 
tag listing the dates of the last oil 


32 FULL OUNCES—Lotest in “take home” | “Mange and grease job from the in- 


side of the car door to the top of 
the modern concealed gas cap. 


Crimped to the cap by means of 


House & Garden’s 


rd 


Open for inspection... 
June 6 through June 28 
.Colebrook Lane, 


Bryn Mawr, Pennsylvania 


Location. . 


Complete description and picture story of the 3rd House of Ideas in July House & Garden 


Again, House & Garden sponsors a House of Ideas—a master blueprint for good living today. In 1951, it was a house 


on Long Island—in 1952, a house in Winnetka, III. This year’s House of Ideas (like its trend-setting predecessors) is a 


top example of House & Garden’s taste and continuing influence in building, decorating, gardening. Regency-inspired, 


it will be the most-talked-about traditional house of the year. A brilliant experiment on how best to spend today’s 


building dollars—another dramatic showing of House & Garden’s 


News in comfort—Year round Air Conditioning System 

Architect — Walter K. Durham 
Decorated by House & Garden 
Furnishings by John Wanamaker’s, Philadelphia 


News in decoration—The Sheer Pastel Look 


Landscape Nurseryman—Owen B. Schmidt, 
FD. Moore & Sons Nursery 


leadership in the home service fields. See it now. 


House 
& Garden 


420 LEXINGTON AVE., NEW YORK 17 


TET aap 5s Ome 


Advertising Age, June 8, 1953 


INSIDE JOB—With the Ojilminder, shown 
crimped to the top of a modern concealed 
gas cap, the service station man knows 
whether an oil change or grease job is 
needed without asking the owner. 


a metal base and covered with a 
clear plastic cap, the Oilminder 
costs as much as 30 of the old door 
tags. But the manufacturer is 
pointing out to service station men 
that Oilminder, while hidden from 
general view, gives them essential 
service-selling information “with- 
out permission of the car owner.” 


e The “display stopper” tech- 
niques usually associated with fast- 
moving impulse items are now be- 
ing applied to padlocks, nightlat- 
ches, and telephone locks by Yale 
& Towne Mfg. Co., Stamford, Conn. 

For its new “show it to sell it” 
campaign, Yale is promoting ten 
separate counter and store interior 
displays and dispensers, and is us- 
ing specially trained field crews 
to merchandise them. One of the 
expendable carded displays per- 
mits customers to select any of 
four different padlocks without a 
sales clerk’s assistance. Another in- 
novation is the packaging of locks 
in polyethylene bags. 


e A good thing in company sales 
literature is “Life Line,” a 56- 
page, 44%2x5” guided tour of the 
products and processes of Mac- 
Whyte Co., Kenosha, Wis., wire 
rope manufacturer. To dramatize 
a_ difficult subject, MacWhyte 


Wire is gradually reduced 
and strength increased 


ee toms 
pames ( 


ttetimed os the omy oromgh the dues. The ierkacking of 
these ther: gover the eine greet srenath, ductility, and reasterne eo 


Songer 
” 


SALES REEL-—Spindle holes and a doc- 

umentary approach enforce the motion 

picture plant tour effect of this sales book- 

let by MacWhyte Co., Kenosha, Wis., wire 
rope manufacturer. 


modeled its booklet after a film 
'showing, with a large picture on 
‘each page and a short caption for 
the commentary. 

The story is movie-like, too, 
starting with the uses for wire 
rope and then moving in, through 
the setting and the plant, to the 
rope-making process itself. At the 
end are white-on-black selling 
/panels for MacWhyte. 


Names Hirshon-Gartield 


Bartlay Ltd., New York sports- 
| wear manufacturer, has appointed 
Hirshon-Garfield, New York, to 
direct its advertising. The company 
plans an expanded program in 
‘national advertising, trade cam- 
paigns and retail promotion. Wil- 
‘liam Wilbur Advertising, New 
York, is the previous agency. 


‘Finkelstein to Al Paul Lefton 

Benjamin Finkelstein, formerly 
_president of Flint Advertising 
Associates, New York, has joined 
Al Paul Lefton Co., Philadelphia, 
New York and Chicago, as a v.p. 
'Mr. Finkelstein has closed the 
' Flint offices. 


i 
i} 
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True Story Women’s Group Challenges You... 


Chances are 1 to 3 you'll find a family whose income is at 


Chances are 1 to 2 you'll find at least one reader of a great 


Si Pas Wier ot 
ee ee 
Enea < 


ptk bn Any Door 


in a wage earner neighborhood 


os ree . cae ee — 
s $5 SS TE RRR Be ‘ 
oie F : : 


mai 


least $5,000 


That's natural. Actually, wage earners today represent over half of 
all families having incomes of $5,000 or more. They have two thirds 
of all ‘‘loose money'’. And they're spending it, too. Big!* 


True Story Women's Group magazine 


That's natural, too! For almost 35 years Macfadden has studied... 
surveyed...served wage earners exclusively AS NO OTHER MEDIA 
HAS! Every story, every article, every feature in True Story Women’s 
Group magazines is edited for wage earners — catering to their tastes, 
their needs, their judgment of what makes good reading. __ 


IN NEWSSTA 


‘IRCULATION 
OM FLASH! ae 


ANOTHER ALL-TIME HIGH 


“To see what they earn and how 


AMERICA’S NEW BUYING POWER 


ND SALES! 


4499044 


Total Net Paid* 
Guarantee 
BONUS 


(ist querter 1953) 


If it’s wage earners you want, turn to 


Tr UE Sto RY Honent Group 


the market place of wage earner America! 


6,266,171 
5,000,000 
+ 1,266,171 


* Publisher's Estimate 


MACFADDEN PUBLICATIONS » 205 EAST 42 STREET » NEW YORK, NEW YORK « OFFICES: CHICAGO, SAN FRANCISCO 
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Des) te the frequent forecast of heavy weather, 
clea: skies continue to prevail for radio adver- 
tise: s— especially those using Mutual. After all, 
we've got 560 stations...and 413 of them keep 
our clients basking in the backyard of Non-TV 
America. (This, as you must know by now, is 
the 45-state market of 16,000,000 radio-only 
homes, where listeners prefer Mutual by 2 to 1.) 


But whatever the weather in time to come, our 
unique radio dominance beyond reach of TV is 
only one umbrella in the PLUS stand. For the 
sure protection of anybody who wants to keep on 
doing business with the most people at the least 
cost, we’ve also got a patented, torrent-proof 


device for use in covering 7'V-America too. 


Mutual alone applies a new, 50% discount to 
evening time costs for all affiliates in TV markets — 
and the same evening discount will apply in the 
future to all our stations within range of new 


TV towers, six months after telecasting begins. 


Nowhere else in all advertising can you find 
all-weather insurance to match Mutual’s. 
So—whatever your barometer reading —the one 


place to keep your sales-powder dry is right here. 


MUTUAL 
the PLUS network 
of 560 affiliates 
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Food Wholesaler 
Finds TV Good 
in Baltimore 


BALTIMORE, June 4—Baitimore 
Wholesale Grocery Co., the largest 
operator of its kind in the South, 
is quite a television booster. 


Wise Advertising sold the 


wholesaler a year ago on the use 
of TV as a means of advertising 
its private label of canned vege- 
tables, Land O’Lakes. The com- 


pany moved in gingerly with a 15- | 


minute buy on “The Woman’s 
Angle,” a cooking show with a 
track record on WMAR-TYV, star- 
ring Ann Mar. Within a few weeks 
the sponsor added another 15 
minutes. 


Three months later, a Monday | 


half-hour was added to the Thurs- 
‘ay half-hour sponsored by Balti- 
nore Wholesale Grocery. The 
fternoon show is built around 
‘ooking demonstrations with prac- 
ical examples of how the adver- 
ised products can be used to 
nake tasty dishes. 


# As the setup has evolved, the 
sponsorship of the program is a 
cooperative effort of the whole- 
saler and national manufacturers 
who wish to participate. Names 
currently featured on the telecast 
include Plantabbs, Schmidt, Lucky 
Leaf, McCormick, Land O’Lakes, 
Breast O’ Chicken, Amazo, Boscul, 
Armour, Maryland Chief, Tidy 
House, Timco and Betsy Ross. 
These companies currently carry 
the show three days a week. 

C. Hamilton Wise of the adver- 
tising agency explains that coop- 
erating manufacturers pay less 
than it would normally cost them 
to buy a participation on the pro- 
gram, with Baltimore Wholesale 
Grocery making a point of contrib- 
uting as much to the show as any 
of the other participants. He 
added: 


s “The sponsor (the wholesaler) 
has no desire to make television 
a paying proposition in any other 
way than to increase the sales of 
the products demonstrated.” 


In addition to assuming ‘thrice-. 


weekly sponsorship of Miss Mar’s 
culinary exhibitions, the whole- 
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saler has presented telecasts with 
menus for special occasions such as 
Christmas and Thanksgiving. The 
cooking show, because of the ad- 
vertiser demand, is now aired twice 
three afternoons a week. 

Mr. Wise told ADVERTISING AGE 
that sales of Land O’Lakes brand, 
which can be bought only from the 
Baltimore Wholesale Grocery, have 
increased 100% since the company 
took to television. 


s There also has been a sharp in- 


crease in the number of G-A 
Stores, the designation given re- 
tailers who cooperate with the 
Baltimore Wholesale Grocery’s 
merchandising program. These 
stores display a G-A emblem. 

Best TV testimonial from the 
wholesaler is the fact that the com- 
pany expects to buy the Ann Mar 
1 to 1:30 p.m., EDT, stanza Monday 
through Friday, beginning in Sep- 
tember. This will bring the 1953 
expenditure for video to approxi- 
mately $50,000. 


Washington Adclub Elects 


William E. Coyle, promotion 
manager of the Washington Star, 
has been elected president of the 
Advertising Club of Washington. 
Other officers elected are Stuart 
M. Armstrong, advertising direc- 
ter of the National Radio Institute, 
Ist v.p.; H. Kenneth Brown, local 
manager of Progressive Composi- 
tion Co., 2nd v.p.; Stanley Bell, 
sales representative of WRC, treas- 
urer, and N. Ward Guthrie, presi- 


‘dent .of Guthrie Lithograph Co., 
/executive secretary. 


Advertising Age, June 8, 1953 


Velsicol to Western 

Velsicol Corp., Chicago, a divi- 
sion of Arvey Corp., Chicago, and 
maker of resins, insecticides and 
related products, has appointed 
Western Advertising Agency, Chi- 
cago, to handle general advertising 
and public relations. Previously, E. 
Ross Humphrey & Associates, Chi- 
cago, had the account. 


KMOX Appoints Bello 

Anthony E. Bello has been ap- 
pointed merchandising manager 
for KMOX, St. Louis. 
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Council Appoints Lennen 

Philip W. Lennen, board chair- 
man of Lennen & Newell, New 
York, has been appointed to the 
board of directors of the Advertis- 
ing Council as a representative of 
advertising agencies. 


WSUN-TV Starts Telecasts 


WSUN-TV, St. Petersburg, Fla.,| advertising and sales promotion {he September is. 


operated by the city, has begun 
to telecast regular programs. The 
regular schedule will be from 5 
p.m. to 11:30 p.m. 


N. Y. Food Group Names A.M. ‘Holland's’ ‘» Hit 


William G. Hildebrand, formerly 


editor of the New England Food Drug Store stands 


Merchant, has been appointed ad- 


vertising manager for the New as Family 'Tagazine 


York State Independent Food 

Merchants Assn. | DAaLLas, June 2 
‘on a_ subscri) 
Hill Co. Appoints Bingham 'Holland’s Maga 
Robert W. Bingham, previously public sale for th 


manager for Limbach Co., has magazine sold on 
been named an account executive 


‘of Albert P. Hill Co., Pittsburgh The cause of t!, 
agency. merchandising | 


After 48 years 
in-only _ basis, 

will go on 
first time with 
e—as a nickel 
in drug stores. 
witch is a new 


c-in with drug 


what family magazines have done 


stores, both chain and independent. 
Lee Hainline, president of the 
regional monthly, stated the aim: 
“Holland’s will do for drug stores 


so successfully in recent years for 
the supermarkets.” 


® For its new duties, Holland’s 
will take the subtitle “The Family FF 
Guide to Good Living” and will = 
add a group of family features to 
its established home-service edi- 
torial fare. The new drug store cir- 
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H. F. DRISCOLL has been promoted to ad- 
vertising director of Bell & Howell, Chicago 
maker of cameras, projectors and other 
equipment. Mr. Driscoll also will continue 
as head of the market research depart- 
ment. Maxweil H. Sroge, with the company 
since 1950, becomes sales promotion man- 
ager. They succeed Mrs. Margaret Ostrom, 
who is retiring after 20 years with the 
company. 


culation will be in addition to the 
|present 500,000-odd subscriptions 
/now concentrated in 15 southern 
| states, Mr. Hainline says. 


——— 


Killed Your Sale? 


Selling isn’t as simple as it used to be. One of the biggest prob- 
lems facing today’s industrial salesman is the number of buy- 
ing influences that enter into a sale. Oftentimes a buying 
influence—unknown to the salesman—may make or break a 


sale. Competition, too, is a lot keener. 


One answer to both these problems is to supplement his per- 
sonal selling efforts with Business Publication Advertising. 
For business magazines are aimed at specific markets and in- 
dustries . .. and your prospects must read them to keep pro- 


fessionally informed. 


Production men know that when machine tools replace A 
muscle power, skilled workmen can produce more and earn ee w 
more. They call it mechanization. And, when business maga- et | 
zine advertising is used as a selling tool, the salesman can use 
his time to sell more and earn more. We call it Mechanized z a 


Selling. For business paper advertising can make contact, 
arouse interest and create preference among thousands of 
known and unknown buying influences. It permits the sales- 
man to devote more of his valuable time and specialized talents 
to the pay-off steps of making the proposal and closing the sale. 


Ask your McGraw-Hill man for a copy of our 20-page book- 
let, “Orders and How They Grow.” It gives the salesman a 
realistic appreciation of how business publication advertising 
helps him use his time more productively. You’ll want to read 


it, too. 


Me rarer 


¥ FOR BUSINESS 


HEADQUARTERS FOR BUSINESS 


INFORMATION 


HOW “MECHANIZED SELLING” 
PAVED THE WAY 
TO GREATER SALES 


Acme Steel Company . .. with ample pro- 
duction facilities, a fine sales staff, and 
Acme Steel Metal Stitchers—a product 
with a constantly increasing potential in 
specific industrial fields, applied business 
paper advertising to the job of acquaint- 
ing thousands of new prospects with the 
advantages of metal stitching. 


aaa a of taster 


“£ 
oo Ina carefully 


selected group of 
Business and Business News Publications 
they talked the language of the user... 
they discussed the kinds of tasks that 
Acme Steel Metal Stitchers were designed 
to perform ... they stressed the time and 
money saving factors and offered more 
complete technical data in a 12-page 
catalog titled “A New Technique in 
Fastening.” 


RESULTS: A sales increase of 270% for the 
first three months of 1952 over the same 
period in 1951. 


In the drug stores, Holland's will 
have counter display set apart from 
‘the regular newsstand magazine 
selection. Copies will be placed in 
a specially designed rack attached 
_to cash registers and provided to 
‘the stores by Holland’s. Advertis- 
ing rates, for the present, will re- 
/main unchanged at the basic $2,300 
/rate per b&w page. 


‘Nashville Admen Elect Heads 


| Charles Andrews, sales promo- 
'tion director for Newspaper Print- 
‘ing Corp., Nashville, has been 
‘elected president of the Nashville 
_Advertising Federation. Other of- 
| ficers elected are Finis Nelson, Ist 
|v.p.; Robert E. Cooper, 2nd v.p., 
‘and Mrs. Ruth Clinard, secretary- 
| treasurer, 


| 
Weller Joins Lamb & Keen 


| Charles E. Weller, formerly ex- 
/ecutive director of Tri-State Ad- 
| vertising Agency, has joined Lamb 
|& Keen, Philadelphia, as an ac- 
count executive. The agency has 
been named to handle advertising 
|for William Freihofer Baking Co., 
| Allentown, Pa., and Freihofer Bak- 
jing Co., Philadelphia. 


| Franklin Joins Promenade 


| Allan Franklin, formerly with 
| Redbook, has joined the sales staff 
(of Promenade Magazines Inc., New 
| York. 


| 


The Fobulous Southwest 


NATION'S LARGEST TRADE mabironr : 


hea 


EL PASO 


Metropolitan Area 
(El Paso County) 


Population 224,000 
Families 53,800 ae 
Circulation 59,711 eon 


Coverage Ratio Over 100% 
CITY ZONE & RTZ 


24 counties of West Texas 
and New Mexico 


Population 555,200 
Families 142,900 
Circulation 84,896 


Coverage Ratio 59.2% 


The £1 Paso Times 


An Independent Newspaper 
Morning and Sunday 


El Paso Herald -Post 


A Scripps-Howard Newspaper 
Evening 


TWO Separate Newspapers 
30 Line BUYS BOTH! — 
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Appoints Vogler Manager 


Lewis A. Vogler, formerly with 
Curtis Publishing Co., has been 
named office manager in San 
Francisco for Conaway & Klaner, 
publishers’ representative. T. 
Douglas MacMullen will continue 
as West Coast manager of Marine 
Engineering, Simmons-Boardman 
publication represented by Cona- 
way & Klaner in the 11 western 
states. 


Philly Sales Heads Elect 


Charles M. Hodell, v.p. of Aero. 


Service Corp., has been elected 
president of the Sales Managers 
Assn. of Philadelphia. Other of- 
ficers elected are Howard O. Mc- 
Grath, Bell Telephone Co., v.p.; 
Richard S. Brunhouse, Interna- 
tional Business Machines Corp., 
secretary, and Joseph Harrison 
Jr., Philadelphia National Bank, 
treasurer. 


COPY ANO ART — OR THE COMPLETE 
PACKAGE....COPY, ART, PLATES, PRINTING. 
SAMPLES ANO DETAILS ON REQUEST. 


Johnstone & Cushing 


292 MADISON AVE., NEW YORK I7, N.Y. LEXINGTON 2-1980 


INDUSTRY ~ PUBLIC RELATIONS — EDUCATION — 
EMPLOYEE RELATIONS — COMMUNITY RELATIONS 

— REPORTS — ADVERTIGING — 
MERCHANDISING — PREMIUMG. 


Wico Promotes Autostop 

Wico Electric Co., West Spring- 
field, Mass., has initiated a con- 
servative trade promotion to intro- 
duce its new Wico Autostop to the 
automotive trade. The Autostop is 
designed as a brakeholder for au- 


tomatic transmission while cars are | 
parked on a hillside or waiting for | 


a light to change. Full pages in two 
colors will appear in Automotive 
News, Motor and Motor Age to 
build up distribution. There are no 
plans for consumer promotion dur- 
ing 1953. Aitkin-Kynett Co., Phila- 
delphia, is the agency. 


Barker Named Sales Head 


Curtis H. Barker Jr., formerly 


sales manager for the Pallet Load- vised over ABC starting Sept. 29| Murrow 


er division of Lamson Corp., Syra- 
cuse, has been appointed sales di- 
rector for Schroeder Machines 


Corp., Syracuse. 


Atlanta Co. Wins FCC Nod 


The Federal Communications 
Commission has granted a permit 
to Rounsaville-Clark Television 
Co., Atlanta, to operate a TV sta- 
tion in Cincinnati on Channel 54. 
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ABC-TV Picks Up $4,700,000 in Billings 
But It Loses ‘Lone Ranger’ to CBS-TV 


New York, June 5—The net- 
work television sales staffs are 
‘moving at a high speed these days. 
American Broadcasting Co. re- 
|/ports a week’s sales of $4,700,000 
in gross billings on new video 
shows for the fall season. Two of 
‘these programs are switch-overs 
from other networks. “Cavalcade 
of America,” which has been pre- 
‘sented on alternate weeks over 
|NBC-TV by E. I. du Pont de 
/Nemours & Co. (Batten, Barton, 


‘Durstine & Osborn), will be tele- 


at 7:30 p.m., EDT. Brown Shoe Co. 
|(Leo Burnett Co.) will move 
'“Smilin’ Ed McConnell” from CBS- 
‘TV to ABC as of Aug. 22 at 10:30 
| p.m., EDT. 

Armour & Co. will present 
“Pride of the Family,” starring 


Paul Hartman, on alternate weeks | 


beginning Oct. 9. Time—Fridays 
lat 9 p.m., EST—was bought 


If you're not “in'’ the San Diego Union 
and Evening Tribune — you're not get- 
ting your share of local retail sales . . . 


. 


aes 


San Dieco 


i“ 


: i»! 


Des Moines, lowa..... 
Denver, Colorado..... 
Louisville, Kentucky.. 
Fort Worth, Texas... 


Jersey City, New Jersey.............. 


Peoria, Illinois.......... 
Dayton, Ohio........... 


New Haven, Connecticut............. 


San Diego, Calif. $717,687,000 


$604,875,000 
$222,352,000 
$644,916,000 
$572,751,000 
$574,468,000 
$222,352,000 
$516,333,000 
$674,062,000 


Source: Sales Management, Survey of Buying 
Power, 1953 


because only these two great news- 


papers provide ‘saturation’ coverage of 


the local San Diego market. 


ATW 
SAN DIEGO 
CALIFORNIA 


THE MOST Bec 


IMPORTANT CORNER 


San 


Biego Hinion 


EVENING TRIBUNE 


REPRESENTED NATIONALLY BY THE 
WEST-HOLLIDAY CO., INC. 


through Foote, Cone & Belding. 
| Pepsi-Cola Co. will air a new dra- 
matic telecast over the same net- 
work this fall. Biow Co. is the 
| agency. 

as Coincidentally, ABC-TV will 
‘lose the “Lone Ranger” to CBS- 
/TV on June 13. General Mills con- 
|tinues as sponsor through Dancer- 
| Fitzgerald-Sample. 

| Other new video business at 
| Columbia: American Oil Co. 
| (Joseph Katz Co.) for Edward R. 
in “Person to Person” 
beginning Oct. 2 at 10:30 p.m., 
EST; Commercial Solvents Corp. 
(Fuller & Smith & Ross) for Red 
Barber’s sports commentary, start- 
ing Sept. 12, and Converted Rice 
(Leo Burnett Co.) for the “Garry 
| Moore Show” in the fall. 

Despite the exit of Best Foods 
and Duff, this puts Mr. Moore in 
the near-sellout class for fall. 
Westinghouse drops its weekly 15- 
minute Betty Furness telecast as 
of June 25. Schick electric razor 
has canceled “Crime Syndicated” 
but will return to Columbia Sept. 
1 with a new program. 

General Mills (D-F-S) has cur- 
tailed its sponsorship of “Bride & 
Groom” from five to three times 
weekly. There has been no definite 
decision yet by Longines-Witt- 
nauer Watch Co., but “Chrono- 
scope” (Victor A. Bennett Co.) is 
expected to fade from the air at 
the end of the current cycle. 


# National Broadcasting Co. has 
sold Mondays at 7:30 p.m., EDT, 
to Andrew Jergens Co. (Robert 
Orr & Associates) for a 15-minute 
Victor Borge telecast. Serutan Co. 
will present “Juvenile Jury” in 
the Monday 9 p.m., EDT, spot dur- 
ing the summer season. This 13- 
week series, placed through Ed- 
ward Kletter Associates, starts 
July 6. 

Minute Maid’s frozen lemonade 
and lemon juice will be promoted 
on the Thursday segment of the 
“Gabby Hayes Show” (NBC-TV), 
starting June 11 at 5:15 p.m., EDT. 
Ted Bates & Co. is the agency. 


Rep Says Army Ban Won't 
Halt ‘Overseas Weekly’ 


Pan American, publishers’ repre- 
sentative in New York, has an- 
nounced that the Overseas Week- 
ly, suspended by U.S. Army order 
as of July 28, will continue publi- 
cation by using local facilities in 
Frankfurt, Germany 

The Weekly had its license to use 
Stars & Stripes facilities revoked 
reportedly because its stories on 
Christine Jorgensen and Pat Ward 
were bad for “the moral welfare of 
the military.” The publication was 
said to have a circulation of 40,- 
000 among GIs in western Europe. 


Cerwin Reopens PR Office 

Herbert Cerwin has reopened his 
public relations offices in San 
Francisco in the Phelan Bldg. un- 
der the name of Herbert Cerwin & 
Staff. Mr. Cerwin has returned 
from diplomatic missions to Rio 
de Janeiro and Europe for the gov- 
ernment. He previously operated 
his service before World War II 
and between that war and Korea. 
Branches will be opened in New 
York, Washington, Mexico City 
and Rio de Janeiro. 


Campbell Joins Ralf Shockey 


Willard H. Campbell, formerly 
v.p. and merchandising manager of 
Schuneman’s Inc., St. Paul depart- 
ment store, has joined Ralf Shock- 
ey & Associates, New York, mer- 
chandising and sales promotion 
counsel, in an executive capacity. 


Issues Radio-TV Cost Study 


The National Appliance & Radio- 
TV Dealers Assn., 1141 Merchan- 
dise Mart, Chicago 54, has issued 
its seventh annual cost study. Pre- 
pared by Richard E. Snyder, Chi- 
cago consulting economist, the re- 
port is available for $1. 


an 


fess res a) coe , ‘hoe: Tod a i 2 ae es tes Heo iP ae + 5 et = i Se ee olin sade ces ea. , bie a Sher as thnk *B, : Se Aye he : ag > ee . nae s ie ot fers Poe babs ie *. ; adh Mi: 
oe ee eo EN an ee + a ae eee al Sector cage Oe en en ee oe. Paes le oN. eee — 
i ‘ eS. Sia Bivens Oa om 
Se 
a 
_ ee 
ite 1 
We po H 
ie £ 
ag 
i 
as 
ae: | 
3 | MIG BOOK 
. : ( (No FOR 
J . ot 7 "; ae o A 
. “* i Wer : . 
7 \ ST oo ie ee 
2 m S ‘ # ’ y 
io aA (CC ", e Pr 
— . 5 “A af . ri e’ SY “a Pe A 
- ran igen’ pa, ee | 
ee \ { AF ee ; | 
Lid SPrenry YEARS 4 Khe a | ye és ny & SY 
of ’ j pte] 4 ; i 
, EXPERIENCE BACKS OUR Ng? PAN ’ wer 
an OFFER TO FURNIGH ART — % 1 - « A) bys a » ’ 
aay “4 s s: ee 
meee r4 aa ay ' 
meso oe ra > 
ee \ — 
a 
ae a ry 
a a” ¥ ‘1 , a. Fi 
meee) 
ff ’ . a > 2a . F 
. \re hg ‘ ‘ | 
> , if wy . 4 pee 2 ii, & 
“FF ¥ 3 Pie te lt fae) 
ee, Ye ee ee 
: 7 cy hake, aa 
? a ” ve Les | eee. * 
yee, pk a at oe ad Boat ‘ Sees D : 
~, Ae eS oe a ——_— i 
‘ han Se ad Pistia ey a SB eee a ae 
: Bit he P| e. 4 i | 
sue } ae ” a ; ae a: : 
ee is . . es 2 : 
or = Nee A - 
. ; a se P ' a ar “ “ ; 
ia aa ae x=  #& 
ae OR J 
yey ‘ aa auumaaee” P 
ae ae d 
el oe ee 
| | 
i 
A 
sas | ol 
=e | 
| 
< Bis Sea ES ee 
; ’ 
’ ee Vi WN THE USA. and | 
“ =: 
* Me . , : : + 


SB & 6 wR 


- 


tive mea ft 


— ee OD eyes es se 


» t§*nre 


ra 
ee: 


et we Ww Poe’ S rm i i . 
on NAR nee SE 


ee 


Something to Crow About 


The air conditioning and refrigeration industry can well be proud of its 
achievements in providing the perfect “weather” for comfort and for 
increased efficiency in the production of many types of goods. 

In selling their equipment and installations to business and industry, air 
conditioning and refrigeration advertisers rely heavily on the pages of 
Business Week. They know that Business Week is read by a highly concen- 
trated, selective audience of Management Men — executives who make or 
influence buying decisions for their firms. These are the men who are con- 
stantly looking for new methods and equipment for producing more goods 
at less cost. 

Because Business Week reaches these prospects with maximum efficiency, 
it regularly carries more pages of air conditioning and refrigeration equip- 


ment advertising than any other general-business or news magazine. 


YOU ADVERTISE IN BUSINESS WEEK WHEN 
YOU WANT TO INFLUENCE MANAGEMENT MEN 


BUSINESS WEEK 


330 WEST 42ND STREET, NEW YORK 36, N.Y 


Air Conditioning and Refrigeration 
Advertisers Reach their Major Markets 
through Business Week 


American Blower Corporation 
(American Radiator & Standard Sanitary Corp.) 


Buffalo Forge Company 

Carrier Corporation 

Clarage Fan Company 

Crosley Division, Avco Manufacturing Corp. 
Frick Co., Inc. 

Frigidaire Division, General Motors Corp. 
Philco Corporation 

Remington Corporation 


Servel, Inc. 


B. F. Sturtevant Division, Westinghouse Electric Corp. 


Surface Combustion Corporation 
Trane Company 


York Corporation 


Source: Publishers Information Bureau Analynia 


A McGRAW-HILL PUBLICATION 
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Crustywise Piecrust to Swain handle its advertising. The com- 

Crustywise Piecrust Co., Pico, pany is marketing a new mixed 
Cal., has named L. J. Swain Ad- pie dough through frozen food de- 
vertising Co., Whittier, Cal., to partments of markets. 


Free Book Gives Vital Facts 
About MODERN Direct Selling 


“The Quickest Way to National 
Sales’’ will open your eyes to a 
channel of distribution, outside 
‘conventional’ channels, of stag- 
gering size! Modern Direct Selling 
now accounts for a yearly sales 
volume of seven billion dollars, 
“big-ticket'’ products and 
services as readily and economical- 
ly as it does small items. More and 
more companies are now turning to 
it for added sales, at no sacrifice 


of any part of present over-the- 
counter retail volume. Alert sales 
executives can learn the fundamen- 
tals of modern Direct Selling quick- 
ly through authoritative pages of 
“The Quickest Way to National 
Sales,"’ sent free and postpaid 
when requested on business letter- 
head. Address: SPECIALTY SALES- 
MAN—The Magazine of modern 
DIRECT SELLING, Room 812-F, 307 
N. Michigan Avenue, Chicago 1. 


moves 


AFA Reissues Bibliography 


The Advertising Federation of 
America, New York, has published 
a new edition of its book guide 
service, “Books for the Advertis- 
ing and Marketing Man.” With 
1,747 listings under 60 subject 
classifications, the bibliography is 
the only one of its kind and is the 
first one issued in more than two 
years. It sells for $1. 


Kimball Names 2 Directors 

Robert W. Boone and Hugo 
Scheibner, recently appointed v.p.s 
of Abbott Kimball Co. in Los 
Angeles, have been elected com- 
pany directors. In addition, Mr. 
Scheibner has been appointed 
chairman of the plans board, and 
will direct agency creative ac- 
tivity. 


Elliott, Goetze Names Two 


Elliott, Goetze & Boone, San’ 
Francisco agency, has appointed 
Philip C. Whitman to its publicity 
and public relations 
Whitman formerly was with Ben- 
ton & Bowles, New York. Ed Pow- 
ell, formerly p.r. director for the 


staff. Mr.) 


| PROTECTIGN—U. S. Rubber Co., New York, 
|is now packaging all its U. S. Royal golf 
balls in sealed plastic jackets like this to 
protect them from dirt and nicks before | 


they’re used. 


Port of Oakland and the Oakland 
Municipal Airport, has been added | 
to the publicity staff also. 


472,559 Sunday 


402,596 Daily 


new circulation records for the 
Sunday and Daily ST. LOUIS POST-DISPATCH 
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behind St. Louis Business 


NATIONAL ADVERTISING OFFICES 


New York 
521 Fifth Avenue, 17 
J. V. AMBROSE. Manager 


Chicago 
Tribune Tower 
E. M. ROSCHER, Manager 


Florida 

311 Lincoln Road, 

Miami Beach, Fla. 

PACIFIC COAST 
WEST-HOLLIDAY CO., INC. 


San Francisco 
625 Market St., 5 


Los Angeles 

520 W. Seventh St., 14 
Seattle 

603 Stewart St. 1 


Portland 
520 S. W. 6th Ave., 4 


* Audit Bureau of Circulations report y filed by the publisher for six- 
months period ending March 31, 1953 
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Coming 
Conventions 


*Indicates first listing in this column. 

June 7-12. National Advertising Agency 
Network, 22nd annual management con- 
ference, The Broadmoor, Colorado Springs, 
Colo. 

June 8-10. National Sales Executives 
Inc., annual convention, Chalfonte-Haddon 
Hall, Atlantic City. 

June 8-10. Assn. of Newspaper Classi- 
fied Advertising Managers, 33rd annual 
convention, Hotel Chase, St. Louis. 

June 10-12. American Marketing Assn., 
summer meeting, Montreal, Can. 

June 10-14. National Business Publica- 
| tions, annual meeting. The Broadmoor, 
| Colorado Springs, Colo. 
|; June 12-14. Federation of 
Advertising and Sales Clubs, 
convention, Hamilton, Ont., Can. 

June 14-17. Advertising Federation of 
America, 49th annual convention, Statler 
| Hotel, Cleveland. 

June 21-25. Advertising Assn. of the 
West, annual convention, Fairmont Hotel, 
| San Francisco. 

June 22-24. Newspaper Advertising Ex- 
ecutives Assn., summer meeting, Somer- 
set Hotel, Boston. 

*June 22-24. New England Advertising 
| Executives Assn., summer meeting, held 
| in conjunction with the NAEA meeting, 
Somerset Hotel, Boston. 

June 22-25. National Industrial Adver- 
tisers Assn., annual conference, Hotel 
William Penn, Pittsburgh, Pa. 

June 26-28. Northwest Daily Press 
Assn., summer meeting, Madden Lodge, 
Gull Lake, Brainerd, Minn. 

June 27-July 1. National Assn. of Dis- 
play Industries, ‘‘Christmas Convention,” 
Conrad Hilton Hotel, Chicago. 


Canadian 
annual 


July 6-11. First Advertising Agency 
Group, national convention, Benjamin 
Franklin Hotel, Seattle. 


Aug. 29-Sept. 3. Advertising Specialty 

| Institute, advertising specialty show, La- 
| Salle Hotel, Chicago. 
*Sept. 14-15. Pennsylvania Newspaper 
| Publishers Assn., annual classified clinic 
| for mid-Atlantic states, Fort Stanwix Ho- 
tel, Johnstown, Pa. 


Sept. 14-18. Outdoor Advertising Assn. 
of America, 56th annual convention, 
Shamrock Hotel, Houston 


| Sept. 21-23. Assn. of National Adver- 

| tisers, annual meeting, Drake Hotel, Chi- 

| cago. 

| Sept. 27-29. Mail 

| Assn. International, 
Hotel Statler, Detroit. 

Sept. 30-Oct. 2. Direct Mail Advertising 

| Assn., 36th annual conference, Hotel Stat- 
ler, Detroit. 

| Oct. 4-8. Advertising Specialty National 
Assn., annual convention and Specialty 

| Fair, Palmer House, Chicago. 

Oct. 4-10. Produce Prepackaging Assn., 
third annual exposition, Chase Hotel, St. 
Louis. 

Oct. 5-6. Inland Daily Press Assn., an- 
nual meeting, Hotel LaSalle, Chicago. 

Oct. 5-8. Printing Industry of America, 
1953 exhibition and awards, annual con- 
vention, Shoreham Hotel, Washington, 
D>. ©. 

Oct. 9-10. Pennyslvania Newspaper Pub- 
lishers Assn., 29th annual convention, 
Penn Harris Hotel, Harrisburg. 

Oct. 11-14. American Photoengravers 
Assn. and Equipment Exhibition, 56th an- 
nual convention, Hotel Statler, Boston. 

Oct. 12-15. Financial Public Relations 
Assn., 38th annual convention, Sheraton 
Cadillac Hotel, Detroit. 

Oct. 15-16. Central Council, American 
Assn. of Advertising Agencies, Blackstone 
Hotel, Chicago. 

Oct. 15-17. Newspaper Advertising Man- 
agers Assn. of Eastern Canada, Windsor 
Hotel, Montreal. 

Oct. 19-20. Agricultural Publishers Assn., 
annual meeting, Chicago Athletic Club. 

Oct. 19-20. Boston Conference on Dis- 
tribution, 25th anniversary meeting, Hotel 
Statler, Boston. 

Oct. 23-25. Midwest Intercity Conference 
of Women’s Advertising Clubs of the Ad- 
vertising Federation of America, Edge- 
water Beach Hotel, Chicago. 

Nov. 5-7. Southern Newspaper Publish- 
ers Assn., annual meeting, 50th anniver- 
sary, Boca Raton Hotel and Club, Boca 
Raton, Fla. 


Advertising Service 
annual convention, 


Campbell, Kraft Cooperate 

Campbell Soup Co., New Toron- 
to, and Kraft Foods Ltd., Montreal, 
will jointly promote soup and sal- 
ad and soup and sandwiches dur- 
ing June, July and August. Maga- 
zines and weekend papers will be 
used along with two English and 
two French radio programs and 
three television shows. Dealer 
helps are being offered. Cock- 
field, Brown & Co., Toronto, han- 
dies Campbell, and J. Walter 
Thompson Co., Montreal, directs 
Kraft’s advertising. 


Shavex Promotes Edwards 
Shavex Co., Los Angeles, manu- 
acturer of an electric shaver ac- 
cessory, has promoted William F. 
Edwards, sales manager, to v.p. in 
charge of sales. The company, 
under a new organizational setup, 
becomes a separate sales corpora- 
tion. It formerly was a division of 
Electronic Specialty Co. 
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Lasser to Lead Off 
at NBP’s Meeting 
in Colorado Springs 


WASHINGTON, June 2—An un- 
usually full program is scheduled 
for the spring meeting, June 11-13, 
of National Business Publications 
at Colorado Springs. 

At the first business session 
June 11, with Joseph S. Hildreth, 
NBP president and president of 
Chilton Co., presiding, J. K. Lasser 
will speak on “Blueprinting To- 
morrow’s Business Publishing,” 
and Paul Wooton, executive com- 
mittee chairman, Society of Busi- 
ness Magazine Editors, will talk 
on the editor’s role in building 
business papers’ prestige. 

Harvey Conover, president of 
Conover-Mast Publications and 
chairman, NBP committee on ad- 
vertising and promotion, will pre- 
sent the new NBP advertising pro- 
gram, and Henry C. Silldorff, 
board chairman of G. M. Basford 
Co., will discuss details of the new 
program. 


= Gene Wedereit, president, Na- 
tional Industrial Advertisers Assn., 
and advertising director of Tube 
Turns Inc. and Girdler Corp., will 
speak at the luncheon session on 
how the business magazine can 
improve its position with the ad- 
vertiser. 

The complete morning session 
on June 12 will be devoted to 
round table discussions. These will 
include circulation methods and 
auditing practices; costs and ac- 
counting; methods of cutting me- 
chanical costs; handling reader- 
service inquiries; regional publish- 
ing and promotion; research and 
market analysis; sales promotion 
and advertising, and selling meth- 
ods and standard practices. 

The afternoon will feature the 
annual spring golf tournament and 
ladies putting tournament, and the 
dinner dance will be held that 
evening. 


#® The morning session June 13 
will feature talks by Otis S. Ken- 
dall, Remington Rand Inc., on new 
methods for cutting publishing 
costs, and a presentation of the 
new Controlled Circulation Audit 
by G. Kenneth Thornton, CCA 
president and advertising manager 
of Scovill Mfg. Co. 

W. W. Garth Jr., president, 
Graphic Arts Research Founda- 
tion, will demonstrate the newly 
developed type-composing ma- 
chine, Photon, and Burton Cherry, 
president, Burton Cherry & Asso- 
ciates, will discuss business maga- 
zine readability. 

Suggestions for advancement of 
business magazine advertising will 
be presented at a special session 
on the afternoon of June 13. H.E. 
Cassidy, executive v.p., McCarty 
Co., and chairman, committee on 
business papers, American Assn. 
of Advertising Agencies, will pre- 
side. 


Bart Opens Canada Office 
Stuart Bart Inc., New York 
agency, has opened a Canadian of- 
fice, with temporary quarters at 
3605 University St., Montreal. 
Headquarters will be established 


in Toronto later. William Burrill, | 


for the past four years sales pro-| 
motion manager of Toilet Laun-)| 
dries, Montreal, has been named | 
executive Canadian representative | 
for Stuart Bart, which specializes 
exclusively in dry cleaning and’ 
laundry promotion. 


Consolidated Press Names 4 
Consolidated Press Ltd., Toronto, 
has made four executive appoint- 
ments. Hal E. Cooke has been | 
elected v.p. in charge of sales for | 
the publication division; Neil M.| 
Watt has been named v.p. and) 
treasurer; Andrew Bell becomes | 
executive assistant to the presi- 
dent, and S. R. Skelton, general 
manager of Saturday Night Press, 
has been promoted to v.p. and 
manager of the publication. | 


Dimitman Joins Triangle; 
New Publication Planned 

E. Z. Dimitman, formerly execu- 
tive editor of the Newark Star- 
Ledger, has joined the staff of 


Triangle Publications, New York.) 
Mr. Dimitman is engaged in the} 


organization and development of a 
new magazine. 

Mr. Dimitman would not com- 
‘ment on the type of magazine 
‘being developed or what field it 
would cover. “We have a general 
‘idea, but there is nothing definite- 
‘ly decided yet,” he said. 


Wrisley Adds 2, Boosts 2 

Ailen B. Wrisley Co., Chicago, 
has appointed John Hehnke, for- 
merly with W. A. Sheaffer Pen 
Co., Ft. Madison, Ia., field sales 
manager to direct operations in 
the drug and grocery division. 
Other appointments are William 
A. Wright, formerly with Jules 
Montenier Inc., merchandising 
manager; L. Norton Wrisley, as- 
sistant general sales manager, pro- 
moted to sales manager of the 
drug division, and Ira O. Fash, 
market research manager, ad- 
vanced to assistant to the general 
sales manager. 
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@ Wins instant dealer acceptance 
@ Makes every display pay its way 


we tureless self-Sticking 
The | ols Vadhesive 


= 

| CONVERTS 
WINDOW STREAMERS 
| into FAVORED 


@ KLEEN-STIK streamers can be used on win- 
| | dows, doors, counters, walls, refrigerators, 


| P oint-of-P ur chase j mirrors, cash registers, back-bar trim, soda 


; } fountains, lunch counters, booths, etc. 

| DISPLAYS! f 
Available from your printer or lithographer i 
Write today for your KLEEN-STIK IDEA KIT FREE 


s et i 
| 


KLEEN-STIK PRODUCTS, Inc. 


225 N. MICHIGAN AVE., CHICAGO 1, ILL, 


almost /O” of the 
nations food <alec 


/ 
J coverage ala , 


the great voice 


Of 
. the great lakes 


WIR MARKET DATA 
@%, of total 
U.S. market - 
Population “eee eeeeeeeeeeeeeee 12,601,300 8.3 
Radio Homes.......... geedseees 3,785,540 8.6 
Farm Radio Homes ......... eevee 328,990 59 
FOGD SALES .6. wr ccccccocecs. $ 3,266,766,000 9.4 J 
rrr rrr yo $13,613,431,000 9.3 
Drug Sales....................$ 464,447,000 10.3 
Filling Station Sales... ......... $ 739,614,000 10.1 
Passenger Car Registrations........ 4,116,934 102 


The tremendous volume of food sales in WJR’s primary 
coverage area speaks for itself—almost 10 per cent of the 
national total! Here is an area vital to your national food 
sales—and an area which WJR covers like no other 
single sales force. Get your share of food sales in this 
area economically by using one influential sales voice. 
Use WJR, the Great Voice of the Great Lakes. 


For further information call WJR or your Christal 
representative today! 


ALMOST 10 PER CENT 
OF ALL OF THE NATION'S SALES 
TAKE PLACE IN WJR'S 

PRIMARY COVERAGE AREA, 


of 


Goodwill Station 
BS Radio Network 
watts Clear Channel 


WIR, Fither Building, Detroit 2, Michigan 
WIR Eastern Office: 665 Fifth Avenue, New York 22 
Represented Nationally by the Henry |. Christal Company 
Canadian Representatives: Radio Time Sales, (Ontario) Lid. 


Rodio—America’s Greatest Advertising Medium 
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Cominsky Tells Booksellers to Boost Sales 
with New Type Outlet Serving Many Interests 


Cuicaco, June 2—A new kind and provide a subject around buck & Co. and the American Peo- 


of retail outlet creating greater which to build book displays. 
store traffic is needed to sell more. 


annual meeting of the American | the 16mm films dealing with every 

Booksellers Assn. last week. | subject, which are shown by local 
Mr. Cominsky told the group film groups. This is a starting point 

that only by new book retailing for creating interest in subjects on 

tactics tapping all the cultural in- | which books are available. 

terests can the book publishing and) 4. One-man art shows of local 


. selling business emerge from the artists. 


doldrums of poor profits from 5. The possibility of Western 

which it has been suffering. /Union branches in _ bookstores 
He detailed three weaknesses should be investigated. 

in book selling practices. First, a | 

lack of traffic in the stores. Second,| # “What I am talking about,” Mr. 

a failure to create and take advan- Cominsky concluded, “is a better 

tage of many opportunities for tie- organized and better 


sell books in special areas of in- a density of traffic comparable 
terest. with that of the great department 

Mr. Cominsky gave some con-| Store and, therefore, has a chance 
crete suggestions for overcoming to expose its merchandise and sell- 
these weaknesses by integrating ing ideas to many more people 
retail book outlets with all cultur-| than are now visiting bookstores. 


integrated | 
in sales. And third, no effort to| bookstore which begins to develop | 


( 3. Booksellers should tie in with | industry, with notable exceptions, || 
books, J. R. Cominsky, publisher available promotion channels. One has not been terribly successful in 
of The Saturday Review, told the| example of a tie-in possibility are determining who and where its 


| potential customers are. 


| 
| 
| 
| 
| 
| 


| 


That has to be a starting point of| 

more profitable retai! selling.” |i 
Sanford Cobb, manager of the 

Sears Book Clubs of Sears, Roe- 


ples Encyclopedia, said the book 


® He said that book merchandising 
hasn’t taken advantage of the tre- 
mendous increase in the number 
of college-educated citizens, not 
only in the cities but in small) ¥ **/sdy % seve yeu ie the Meisieer Manner 
towns and on the farms, who have | = 
been exposed to books. 

He cited book clubs as the an-| 22. ww. = 
swer to supplying books to cus- 
tomers who do not have ready JUNE THEME—A full-color picture of grad- 
access to bookstores. The paper- vating ceremonies at United Air Lines’ | 
backs, also, he said, have made use | stewardess school illustrates this United ad 
of hundreds of thousands of outlets wo some adage Mg as 
already established and served by World Report to tie in with graduations. 
distributors. | oN. W. Ayer & Son is the agency. 

Self-help books sold by direct | 
mail and newspaper coupon ad- other reference works by subscrip- 
vertising and encyclopedias and tion have been departures from 
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general bookselling by retailer$ 
aware of a changing market, he 
concluded. : 


Appoints Jackson, Haerr 

Farm Bureau Service Co. of 
Missouri, Jefferson City, has 
named Jackson, Haerr, Peterson & 
Hall, Jefferson City, to handle 
promotion and advertising for its 
new Green Diamond Flo-Rite fer- 
tilizer. The agency currently han- 
dies the other Green Diamond 
products, feed, hybrid seed corn, 
petroleum and farm hardware. A 
state-wide program using radio 
and newspapers is planned for the 
new type fertilizer. 


$ 


| Coburn to ‘Hardware Retailer’ 


Charles B. Coburn of C. B. Co- 
burn Co, Lowell, Mass., has been 
appointed an advertising repre- 
sentative for Hardware Retailer, 
published by the National Retail 
Hardware Assn., Cincinnati. Lo- 
cated at the Chicago office, Mr. 
Coburn will operate in Illinois and 
Wisconsin. William B. Moody will 
continue servicing Chicago, Indi- 
ana, Kentucky and the southern 
states. 


al interests. 


ws These suggestions are based on 
his analysis of the bookseller’s 
plight. The plight, he said, springs 
from underestimating the inter-re-| 
lationship of cultural interests, 
which have advanced greatly in) 
the U.S. in the last decade or so, | 
failure to realize that very few 
people can make money out of re- 
tailing books alone and the isola- 
tion of books into a separate class. 

His primary suggestion to allevi- | 
ate the problem is to change the, 
setup of bookstores. He recom-| 
mended that bookstores be called 
something else, such as ‘“‘communi- 
ty centers for modern living.” 

Such centers, he said, could draw 
the public by: 

1. Tying in with music. Along 
these lines, he suggested that the. 
bookstores sell tickets for sym-| 
phony concerts and opera perform- | 
ances and for local theater groups 
and cultural events as well, such. 
as summer writers’ conferences, 
summer theater workshops, etc. 


# 2. Bookstores should cash in on 
the travel industry. If they do not 
feel they can afford to hire the 
extra personnel to man a travel 
bureau service, they can lease the 
concession to an organization like 
Thomas Cook & Son or American 
Express. This will build up traffic 


WHEN READERSHIP 
IS A FACT—NOT A MYTH! 


That's when you can prove it by 
pointing to a long list of mail order 
clients — customers of many years’ 
standing. When they “keep coming 
back for more”, you've got some- 
thing good! You're “‘selling’! And 
that’s why clients keep coming back 
to V.F.W. MAGAZINE . . . because 
it has proved its mail order pull, 
year after year. So give the V.F.W. 
MAGAZINE a try . . . and you'll see } 
why ... the V.F.W. MAGAZINE has 
earned “repeat” mail order business 
month after month, year after year. 


For a sample issue and complete 
information, write: 


GE A wacazine 


(Formerly Foreign Service) 
Dan B. Jesse, Jr. & Associates, inc. 
Advertising Directors 
10 East 43rd Street 
New York 17, New York 


ETHLEHEM STEEL 


The world’s second largest steel plant. Employs 
25,000—$90,000,000 payroll. 


RMCO STEEL 


The nation’s largest plant devoted 
stainless steel production. 


phuric acid. 


HERE’S HOW TO SELL BALTIMORE... 


-~-Baltimore is an evening newspaper market. 


—The largest evening newspaper in Baltimore 
is the News-Post, with circulation leadership 
dating back 25 years. 


—The News-Post has Baltimore's leading Food 
Section. 


—The News-Post has Baltimore's only Con- 
sumer Buying Panel (covering food and drug 
store products). 


- -The News-Post has R.O.P. color. 


—The News-Post is bought, read and shopped 
from by the people in more-than-half of Bal- 
timore’s families. 


Represented Nationally by 


Hearst 


exclusively to 


A national leader in the production of sul - 


CONT 


BALTIMORE NEWS-POST 2 


Advertising 


ESINGHOUSE 
Me Baltimore is | 
Westinghouse 
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‘UN World’ Becomes ‘World’ in September; 
Will Devote Much Space to World Economics 


New York, June 2—United Na- 
tions World will come to an end 


| contract. 
| copy at newsstands and $6 a year, 


World will get 50¢ a) 


this summer, but it will be re-|in comparison to 35¢ and $4. 


placed on Sept. 20 by World, a 
new monthly devoted “exclusively 
to international politics and inter- 
national business.” 

The revised monthly will also 
offer subscribers “World Cable,” 
an international newsletter di- 
gest of information received here 
from different parts of the world. 
The information will comprise 
“last-minute opinions as to what 
is about to happen in political and 
economic fields and how these de- 
velopments may affect U. S. poli- 
tics and business.” 

Where UN World had an aver- 


age net paid of 46,000, World looks | 


forward to 100,000. The old book 
asked $750 per b&w page; the new 
one will seek about $1,200. Fre- 
quency discounts may go as high 
as 20% to 25% on a 12-time basis, 
with about 5% off on a 4-time 


|}@ William J. Caldwell, new ex- 
/ecutive v.p. and general manager, 
|said World will have “a livelier 
| discussion of foreign affairs in the 
|front of the book” while the back 
|of the book could be described as 
“an international Fortune.” Each 
issue will carry 24 pages on inter- | 
|national business. Heavy use will 
‘be made of graphics and visuals. 

An advertising manager will be. 
named later. | 


Appoints Keelor & Stites | 


Hines-Park Foods Inc., Ithaca, | 
N. Y., maker of Duncan Hines 
foods, has appointed Keelor & 
Stites, Cincinnati, to handle ad- 
vertising and merchandising for 
Duncan Hines bread on a regional 
scale and Duncan Hines chili on) 
a national basis. 
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ARTISTIC FREEDOM Reproduced above are three full-page ads from the program 
by the Chicago chopter of Artists Equity for its annual Masquerade Ball last month. 
The advertiser buying the page was permitted to select the artist that he wanted to 
paint his “ad’—but the artist chose the subject. The pages shown were bought by J. 


Walter Thompson Co, 


Burton Browne Advertising and Riccardo’s Studio Restaurant. 


Ostrex Names Kiesewetter 


Ostrex Co., New York, maker of 
of proprietary medicines, has ap- 
pointed Kiesewettcr, Baker, Hage- 
dorn & Smith, New York, to han- 
its advertising. Newspapers 
will be used. Previously, Gotham 
Advertising Co., New York, had 
the account. 


Mitchell Appoints Ringer 


Mitchell Brewing Co., El Paso, 
Tex., has appointed Ringer & As- 
sociates, Los Angeles, to handle its 
advertising and merchandising. A 
new newspaper campaign will 
break this summer in the com- 
pany’s southwestern distribution 
| area. 


THIS IS BALTIMORE... 


—To evaluate any market, an advertiser wants to know about the 
people in it and the money they have to spend for his product. 
Here are the facts about Baltimore . . . the Nation's 6th largest 


headquarters for two big 
plants which employ 6,500. 


NENTAL CAN 


A world leader in container manufacturer. 


AMERICAN 


’ 


Service with 


000 payroll). 


city. 


—The A.B.C. City Zone of Baltimore contains more than 1,345, 
000 people. The population increase here since 1940 is equiva: 
lent to the total size of many important U. S. cities. 


—Baltimore families have money to spend. Average family income 
is $5,318. Annual food expenditure is more than $385,750,000. 


—The high family income is partly traceable to the many new in- 
dustries in Baltimore (over 436 of them) coupled with expan- 
sions in 1,372 industrial plants already located here. 


ARTIN CO. 


Aircraft, guided missiles and electronic equip- 
ment turned out by 22,000 workers ($92,000,- 


RAILROAD 


offices in 


WESTERN 


Principal 


Established here 


Cities 


A 125 year old billion-dollar-plus railroad em- 
ploying 10,000 Baltimoreans. ($40,000,000 
payroll). 


EVERE COPPER 


in 1804, 


known the world over. 


LECTRIC 


The world’s 
largest pro- 
Jducer of 
telephone 
¥ toll cable. 


aha ce atonal 
Bin ee BD 


a airalabeaiee 
as wie ti 


35 


Cliquot Shifts Policy, 
Tags 90% of Budget 


for Newspaper Ads 


MILLIs, Mass., June 2—A major 


| shift in advertising policy is being 


made this year by Clicquot Club 
|Co., ginger aie and soft drink bot- 
'tler. The company—previously an 


| 


| the 
| March, 1946, has been promoted to 


effective user of radio, TV and 
magazines—will devote 90% of its 
budget to newspapers. 

“We believe, after a coast to 
coast tour of our local bottlers, 
that by placing our advertisements 
directly in the newspapers in the 
areas serviced by our bottlers, we 
can best tell the public. . about our 
product,” Alton T. Barnard, v.p. 
in charge of sales, explained. 


# The local level newspaper cam- 
paign will be highlighted by a 
limerick contest with a Cadillac 
convertible and a Chevrolet con- 
vertible the top among 38 prizes. 
Contestants must submit two bottle 
caps or labels along with the last 
line to a limerick. 

Ads will run in 1,000-line, 600- 
line and 350-line sizes in 106 
newspapers. 

A separate contest for the pho- 
tograph of the best Cliquot dis- 
plays by grocers and beverage 
dealers will run at the same time. 

Chambers & Wiswell, Boston, is 
Cliquot’s agency. 


Frey Heads ‘Oregonian’ 
M. J. Frey, general manager of 
Portland Oregonian since 


publisher of the newspaper. He 
will continue his duties as gener- 
al manager. Mr. Frey started his 
career with the Oregonian circula- 
tion department in December, 
1916. He became business manager 
in 1938. 


Toronto Mulls Ad Trash Cans 

An offer by San-Poster Adver- 
tising Co. of Canada to provide 
the city of Toronto with trash 
receptacles and to pay $5 rental 
per unit for the first year has been 
accepted by the works committee 
and will be considered by the city 
council. Sides of the receptacles 
would be rented by the company 
for advertising. 


Tru Balance Names Rockmore 

Tru Balance Corsets Inc., New 
York, has appointed Rockmore Co., 
New York, to handle its advertis- 
ing. Previously, Ray Austrian & 
Associates, New York, handled the 
account. 


EXCLUSIVE! 
Color skywrit- 
ing—red—green 

, —black—orange- 
yellow—and white, 
of course. 


Ask us about SKY- 
WRITING—the medi- © 
um with terrific impact. AV 


Aero Skywriting, \nc. 
203 N Wabash Ave. Chicago I, lil 
| ANdover 3 6143 4 
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Seeking Opportunity? 
Why Not Guatemala? 


(Continued from Page 2) | had it so good. 
since it was founded a decade ago. | John Gordon, an American with | 
Its pilots, all U. S. trained, are re- a lot of merchandising experience | 
serve officers in the Guatemalan behind him in Latin America, and | 
air force. a partner in the agency, was frank | 
|about how Mayan operates to date: 
(and | | 
s First—and rather important—) 
|Guatemala has no income taxes. | 
; Second, Mayan Advertising is! 
> | the only agency here. So, says Mr. 


Homogeneizado 


s The itinerary planned 
followed almost 
exactly, though 
usually 15 min- 
utes behind 
schedule) took 
three sheets to 
describe. But it 
was to be a re- 
laxed type tour. 
This was pretty 
well indicated by 
the following let- 
ter of welcome, 
in the press kit, 
from Ricardo (Chico) Rodriquez, 
handsome 30-year-old president of 


LADY ORCHID—That’s the name given to 


; Ange Central America’s first “real’’ ice cream. 
Gordon, it has no trouble picking Gemmell Swanwick & Co., headed by Avia- 


and choosing clients. | teca’s chief pilot, will introduce it this 
Third—and hold on. The agency | month. This is the red-and-white carton top. 
| has worked out this deal with ad-| 


vertisers: The client shows how) As simple as that. 

much profit it is making; the a- This is just the start. “Juan,” 
gency decides what the promotion as people call Mr. Gordon here, 
budget will be, goes ahead with | | Says there are 300 potential adver- 
the drive—and the agency splits | tiser clients in Guatemala, El Sal- 
50-50 on the added profit the client vador, Honduras and Costa Rica, 
takes in. 


Ricardo Rodriquez 


‘most of them at least sporadic us-_ 


Da 


Rew, Ae 


ers of media in the U. S. Further- 
more, he says he can name 800 
products sold in the U. S. that 
are not exported to Guatemala and 
ought to be. 


@ This doesn’t mean that John 
Gordon or Roberto Bianchi, presi- 
dent of Mayan, hope to go too far 
placing space in Central America’s 
newspapers, or time on radio sta- 
|tions, for U. S. advertisers. They 
| will shortly go after this business, 
| definitely, but the two partners see 
|a much greater service potential in 
helping U. S. clients find competent 
| distributors and giving them mar- 


ket data and research. Mr. Bi-| 


ms in 
| ees | 


FOR MOTHER—This label for La Moza (The 
Waitress) beer in Guatemala indicates 
pretty clearly that brewers there aren‘t too 
much hampered by advertising restrictions. 


anchi’s background is that of a. 


public relations man and importer. 

“Americans are missing the bet 
in Guatemala,” Mr. Gordon said 
as our DC-3 flew over the coun- 
try’s northern forests. “They don’t 
have the distribution they should 
have. They don’t sell as much as 


they could. Their prices are too) 


high. The jobbers and dealers are 
charging too much. 


| “What does a U. S. firm do? It 
has a bank down here give it a 
man’s credit rating. Maybe he’s 
got merchandising know-how, 
maybe he doesn’t. Usually, he 
doesn’t. We’re going to be able 
to tell U. S. advertisers something 
about the people they ought to 
have handling their goods. Then 
| maybe they can get the stuff sold 


Aviateca: 

“Good morning, friends: 

“Thought you might like to know 
a little about the fellows up front. 
Your captain today is Maj. Alfredo 
Gemmell Jr., chief pilot of Aviat- 
eca, and the other captain is Col. 
Alfredo Niederheitmann. You will 
find a little note about them as you 
wade through all these facts and 
figures. All of this is new to us 
and we are relying on a ‘Gringo’ 
friend beause he says this is the 
way it’s done in the Estados Uni- 
dos. By the way, in case you don’t 
know, a ‘Gringo’ is a very friendly 
slang expression in Guatemala for 
a Norteamericano. 

“One other thing—don’t let the 
military rank confuse you. Your 
pilot is a major, your co-pilot is a 
colonel, your aerial and ground 
photographer is the same colonel, 
and I am a lieutenant. (I’m not re- 
lated to anyone and don’t know 
anyone. I just work.) It’s a long 
story.” 


ee 


es It turned out, as our plane 


crossed the Carribean, that Maj. 
Gemmell, 30 years old, also is ac- 
tive head of a company that this 
month starts selling 124.2% butter- 
fat ice cream in Guatemala and 
other Central American countries. 
This is news: it’s the first real ice 
cream anyone has ever introduced 
to Central America. It has been 
taste-tested by doctors and others, 
with fantastic approval, according 
to the ice cream company’s agency 
—Mayan Advertising, of course. 
Besides these two accounts, the 
agency has more than 15 others, 
: all Guatemalan so far. That isn’t 
os many—and none a big one by U. S. |' 
standards—but few agencies ever 


$1,000 


IN CASH PRIZES 


NATION-WIDE 
ART 
COMPETITION 


a 
Artists and photographers, ama- . 
teurs and professionals can enter Country ....... 
this national competition by sub- City & Suburbs . . . 
mitting one or more designs for a . 
permanent seal to be used by the SplitRun ...... 
tional Anti-Vivisection Society. Manhattan...... 


The prizes: 


$500 — Ist Award 


150 — 2nd Award Manhattan-Bronx . . 


He — = Aw ane Westchester... .. 
— 4th Awar | Brooklyn. ...... 
$ 25 — 5th to 12th Awards ’ 

a emsadinn 4. 1008 0 

25 Contest Closes: Nove rl, . 

e You need not be a member of the Queens-Long Island 
Society to compete for the Award. Oo 
Information on the movement is Nassau-Suffolk 
yours for the asking. No obliga- 
tion, of course. SEY Sis 6s os 
Write today for complete details. Passaic-Bergen . 

THE WATIONAL ANTI-VIVISECTION SOCIETY Sudeon 


37 S. Wabash Ave., Chicago 3, Ml. 


New York Sunday News Sections circulation 
& percentage of family coverage 


4,128,713—total city, suburban, and country 

1,668,753—outside New York City and fifty mile zone 

2,459,960—62.0",,, in New York City and fifty mile zone 

1,229,980—31.0.,, every other copy in New York City and suburbs 

1,165,450—64.0°,,, in Manhattan, Bronx, Staten Island; suburban 

New York, Connecticut and Northern New Jersey 

688,338—62.4".,, in Manhattan, Bronx, Staten Island 
158,195—64.8".,, in Westchester, Fairfield and Putnam counties 
959,722—63.2°.,, in Brooklyn, Queens, Nassau and Suffolk counties 
450,013—56.6”,,, in the borough of Brooklyn only 


509,709—70.6°., in Queens, Nassau 


and Suffolk counties 


302,240—65.4".,, in the borough of Queens only 

207,469—79.7°.,, in Nassau and Suffolk counties 

334,788—53.0°.,, in Newark and adjacent Southern New Jersey counties 
191,012—65.5".,, in Passaic, and in Bergen and Sussex counties 


119,428—69.6".,, in Hudson county, 


except Arlington, East Newark, 


Harrison and Kearny 


ee, ee en wee 
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at prices competitive with British 
and German firms.” 


s When we landed at the capital 
and learned something about the 
prices, we got some inkling of 
what he meant. 

The basic monetary unit in 
Guatemala is the quetzal, which is 
equal to $1 U. S. And as prices of 
a lot of things go—from tomato 
juice to automobiles—a dollar in 


the U. S. goes twice as far as a. 


dollar or quetzal does in Guate- 
mala. 


We learned more about prices 


the first night, at a resort high in 
the mountains west of Guatemala 
City on Lake Atitlan (which has 
been compared with Lake Como, 
sometimes with the latter coming 
off second best). Here are some of 
the price comparisons reported 
(mostly by wives of our various 
hosts that night and later): 

U. S. brand of catsup, 75¢ for 
the regular size; $35 for 45 rpm 
record player sold for half that in 
the U. S.; $400 for a refrigerator 


they work as domestics or factory 


that sells for $200 in the U. S.; 
75¢ for a #2 can of peas; 75¢ for 
a regular size box of almost any 
detergent except Procter & Gam- 
ble’s Ace, 60¢, and $3 for a 214-lb. 
can of powdered whole milk. 


s These are prices few can afford, 


of course. Guatemala is largely 
populated by Indians and those of 
Spanish descent, whose income, if | 


help, often comes to only $15 or 
$20 a month. 

There is, however, a growing | 
middle class, and at the top a 
small but very well-heeled group) 
(remember: no income taxes). The | 
latter includes plantation (finca) | 
owners, who command the world’s 
highest coffee prices, heads of cig- | 
aret, brewing, textile and other 
industries, and a fair-size foreign | 
colony. 

Of Guatemala’s nearly 4,000,000 | 
people, perhaps 10% belong to the 
group that can afford imported 
products, Mr. Gordon estimates. By 
this he means they can afford to 


LEADING GROCERY STORE—Deep in the northern jungles of Guatemala lies the 
city of Flores, situcted on an island. At the Aviateca airstrip opposite the island 
is a grocery store se.ving a wide area. This shot of its shelves shows the variety of 
foods sold, almost ail American-made and all—like the Servel refrigerator shown— 


brought in by the airline. 


A bn 0 eth 


Now you take Brooklyn... 


And Brooklyn's quite a lot to take! The 
Borough of churches, homes, and Bums tallied 
2,738,175 population in the 1950 Census, can 
give pernts to Philadelphia and Detroit. LA’s 
not even in the same league. Add Metropolitan 
Long Island, and you crowd Chicago. 

And many advertisers think you meet a 
better class of people—customers, that is. 


Now the national advertiser can do business 
in (and around) Brooklyn in a big way... with 


Sunday News Sections! 


You can take the beautiful Borough straight, 
in the King’s Section. Or with trimmings, such as 
the sister Borough, Queens, in the Queens Section. 
The Brooklyn Section covers Kings, Queens, and 
the adjacent counties of Nassau and Suffolk. 

The term “covers” is not used inadvisedly. 
The Sunday News reaches 56%, of the families in 


advertiser to sell the New York market piecemeal 
—to fit his budget, production and sales capacity. 
He can localize sales appeals, test copy response 
and promotions, give salesmen and dealers extra 
support, at the lowest cost. 

Each Section wraps up more sales potential 
and population than most metropolitan markets 
... reaches more customers, buyers,and prospects 
in the area than any other medium—including other 


New York newspapers and TV stations! 


Brooklyn, and 65°, in Queens. 

For major metropolitan coverage, there is the 
City and Suburbs package; and Full Run, with 
more than 4,000,000 circulation, has a big portion 


of national distribution. 


Other Sections are packaged for New Jersey, 
Westchester, and Connecticut. 
Sunday News Sections permit the national 


available . 


Most Sections have more circulation than 
most Sunday newspapers in the US! 


Mierrorotitan merchants sell volume in the 
local Sections, and have for years. The national 
advertiser can do the same, build prestige and 
popularity as well as sales. 

The Sections listed on the opposite page 
represent one of the best advertising opportunities 
. . Ask any News office. 


THE NEWS, New York's Picture Newspaper 

with twice the circulation of any other newspaper in America... 

220 East 42nd Street, New York City ... Tribune Tower, Chicago... 
155 Montgomery St., San Francisco... 1127 Wilshire Blvd., Los Angeles 
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,;pay to have the goods shipped 
_down, by air, and bearing the pres- 
‘ent import duty, but not, he says, 
at the fancy prices set by many 
local distributors. 


/@ Meanwhile, a lot of U. S. prod- 
ucts are being sold in Guatemala. 
| We saw, in Aviateca’s terminal, 
crates of Servels and Kelvinators, 
/Remington Rand _  Super-Riters, 
| Lily Tulip cups, W. A. Case & Son 
sinks, Scott Paper’s Waldorf tissue, 
Perfection stoves and so on. 

Another U. S. product seen often 
on side trips we took all over Guat- 
emala was American Chicle Co.’s 
Chiclets, handed out to passengers. 
| This was amusing. American Chic- 
le, like other chewing gum makers 
except Wrigley, no longer buys 
chicle from Guatemala. (Some use 
nothing but synthetic chicle in 
gum nowadays.) And it is ironic, 
for Aviateca’s chief traffic a few 
years ago was raw chicle from the 
northern Peten jungle. Nowadays 
its jungle hops are made with 
loads of mahogany, natives, 
canned goods, trucks, etc., which 
haven’t quite made up so far for 
the lost chicle traffic. 


# In one tiny village in the jungle 
| this correspondent also saw a fa- 
|miliar product that seemed oddly 
out of place. It was the only brand- 
name product in a thatched hut 
| Store, the only one in a village 
'where no one could possibly be 
jrushed for time. The _ product: 

National Oats Co.’s 3-Minute oats. 
| Mayan’s agency heads concede 
| their plans may not come to pass 
|in full if alarm persists abroad 
| that Guatemala may have a revol- 
| ution. There are Communists at the 
heads of major unions, and in the 
/government. Even if labor prob- 
|lems, or suggested income tax 
_laws, don’t bring on more unrest, 
‘it is pointed out, the possibility of 
| these tends to keep out foreign 
capital and hold down further ad- 
|vancement out of a feudal econ- 
| omy. 


le On the other hand, the agency 
‘and its clients are doing well. 
| Aviateca is about to get U. S. au- 
| thority to make scheduled flights 
‘in and out of Miami and New Or- 
leans, and will advertise in U. S. 
/newspapers to add traffic. 

| The agency is expanding. It has 
‘plans drawn for handsome new 
offices and its principals say they 
expect to have a staff of 25 or 30 
(including more U. S. talent). They 


Vs 
y THE FARMER IN THE DELL... 


the farmer in the dell... 
Hi ho the dario... 
the farmer in the dell. 


It’s “Hi ho” every day for 
the Heart of America’s Farmer 
in the Dell! He’s one of the 
wealthiest farmers in the 
nation. 


It'll be “Hi ho” for you, too, 

if you call KMBC-KFRM, 
Kansas City, of your nearest 
Free & Peters office, right now 
for time availabilities on 

The KMBC-KFRM Team! 

The Farmer in the Dell is a 
pretty important person to your 
volume of product or service 
turnover, and today he’s 
buying the things he 
hears about on the 
radio station he listens 
to most! 
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pride themselves on the artwork 
now turned out by a hometown 
artist. They’re getting him some 
airbrush equipment. “And is he 
excited!” Roberto Bianchi pointed 
out. “It’ll be the first airbrush this 
country ever saw.” 


8 Mavan will also go strongly for 
producing radio and TV commer- 
cials. Low talent costs, it is 
claimed, permit the agency to film 
and transcribe commercials for 
Latin American stations at less 
than half of production costs else- 
where. (There is some limitation | 
on talent, however: Guatemalans 
have an idea all entertainers are 
most immoral, and many people 
with talent just won’t capitalize 
on it.) 
As for production of engravings, days, all this education was almost; read Pepsi-Cola when it turned 
“Juan” put it this way: “We have too much. | green. 
really good engravers here. Costs?| Maybe we can’t handle these; Or did we? 
Take our letterhead. It took a fair foreign assignments as well as we’ 


amount of work. We got this back should. So this account must be) . 
in two hours. It cost $2.” | tale with & grain of alt. Carrington to Howard R. Smith 


Still, we have a lot of photos | james i eo 


® For the writers on our tour, who! bearing cut some of these very | pointed to handle advertising for 
couldn’t get accustomed to Guate-| strange odds and ends. And we Carrington Co. (Canadian whis- 
mala even in five jam-packed certainly saw a stop light that | ky) in the Pacific Northwest. Car- 
| rington’s Canadian whisky is im- 
ported by Dave Mayer Inc., Ta- 
coma. Two-color copy in a limited 
number of dailies is planned initi- 
ally. Coverage in Oregon, Idaho 
and Montana is planned when the 
product has been accepted by the 
liquor control boards of those 
states. 


POINTING WITH PRIDE—Roberto Bianchi, president of Mayan International Ad- 

vertising, points to the architect’s drawing of the new offices the agency will soon 

have in Guatemala City. It'll be the first modern functional office in the capital 
city, and on the principal downtown street. 


eorgre? teacher says, and then carry impressions 

T” is for Teacher into 10,000,000 homes. > 

Among the many things that “teacher 
says’ are gleanings from her own State | 
Teachers Magazine. An advertising mes- 
sage by your commeny, business, or | 
association in State Teachers Magazines | 
can reach these eager teachers. Scores | 
of advertisers will testify their mes- 
sages have been successfully delivered | 
to a responsive audience. 


For full information on how any one, Paramount Paper to Heintz 
or all 44 State Teachers Magazines can 


Seanlé fou, antic Wes Game tk | Paramount Paper Products, Pas- 
’ Ss la U. Naw- 
son, Executive Vice-President, State | adena, Cal., maker of paper nap- 


Teachers Magazines, Inc., 307 N. Michi- | kins, has appointed Heintz & Co., 
gan Ave., Chicago 1, Il. 


‘6 ” 
and her leadership ing and merchandising. 
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\JTT Annual Meeting Is Held in Tents; 
Budget for Divisions Totals $500,000 


| Los Angeles, to direct its advertis- | 
| ply Co., Federal Telephone & Ra- 


Net.ey, N. J., June 2—The an-' 
nual stockholders’ meeting of In-) 
ternational Telephone & Telegraph | 
Corp. was held here last Thursday 
in two large tents erected on the 
grourds of the Federal Telephone 


_& Radio Corp. and Federal Tele-| 


communication Laboratories divi- 
sions. 

While previous _ stockholders’ 
meetings have been held in Balti- | 
more, where the company is incor- 
porated, attendance usually doesn’t 
exceed 25. To increase stockholder 
attendance and to show the de- 
velopment of the company’s Nut- 
ley operations, it was held here 
this year. Approximately 1,000 at- 
tended the tent session. 


s Traditionally, about 65% of 
ITT’s revenue comes from abroad, 
but because of currency difficul- 
ties as well as political considera- 
tions abroad, it is concentrating on 
increasing revenue from domestic 
sources. 

This was the opportunity to 
show stockholders how ITT is pur- 
suing this goal. 

While the outlook for the com- 
pany for the current year is de- 
scribed as very good, Col. Sos- 
thenes Behn, chairman and chief 
executive officer of ITT, called for | 
a special meeting on July 10 in| 
Baltimore to confirm a divisional 
merger of the domestic manufac- | 
turing and research divisions. 

The divisions to be merged in- 
clude Kellogg Switchboard & Sup- | 


“J 

isn’t measured by polls State | \dio Corp., Federal Telecommuni- 

; i ; | cation Laboratories, Coolerator and 
It’s impossible to measure the “leader- T ‘ ny N WTV]., Miami, Boosts Gordoni ; 
ship” potential of 866,000 readers of E AC an E RS St Gordoni 3j | Capehart-Farnsworth. 
State eachers Magazines. These read- — ordoni, assistant | sales | 

in dail tact with 26,000,000 . |manager for WTVJ, Miami, has} ; 

schoo! kids who listen intently to what Magazines /been promoted to national sales, # The purpose of the merger, ac- 


manager. ‘cording to Col. Behn, is to effect 


a 50% increase in earning this 
year over last. 

ITT’s world-wide operations 
were viewed optimistically, except 
for South America, where the out- 
look for a good year depends on 
adequate rate increases. In reply 
to stockholders, Col. Behn said ITT 


‘was spending $500,000 or about 


6% on advertising. 


3-Station Network Formed 


A three-station network com- 
posed of WKRC-TV, Cincinnati, 
WHIO-TV, Dayton, and WTVN, 
Columbus, has been formed by Ra- 
dio Cincinnati, owner of WKRC- 
TV and WTVN, and Miami Valley 
Broadcasting Corp., owner of 
WHIO-TV. Don Chapin, assistant 
general manager of WKRC-TV, 
has been named to coordinate the 
network. Time on the three sta- 
tions will be sold on a package 
basis. 


Paul Grant Conducts Test 


International Molded Plastics 
Inc., Cleveland, has named Paul 
Grant Inc., Chicago agency, to con- 
duct a test in a special field. This 
is not related to the already estab- 
lished retail merchandising pro- 
grams which will continue to be 
handled by Lang, Fisher & Stas- 
hower, Cleveland. 


Sundial Promotes Cheney 
John B. Cheney, an executive in 
the sales department of Sundial 
Shoe Co., Manchester, N. H., has 
been promoted to advertising man- 
ager. The company is the eastern 
division of International Shoe Co. 


Old Dadson Names Agency 

Old Dadson Distilling Co., Law- 
renceburg, Ky., has named Laue- 
sen & Salomon, Chicago, to handle 
its advertising. 


. ABOUT 


i 


1 : 


TALK 


IMPACT . 


| 


Think this is impact? wait ‘til your sales pitch feels the impact 
of the dynamic WLW Stations. Wait ‘til you've seen how your sales 
batting average jumps when you're on the WLW stations. 


The secret? — whe 


i ; => . The WLW radio and television stations cover more 
it’s as simple as 1-2-3: 20 than 1/10th of America. A lot of people who buy a 


~~ 
AWN lot of things. 


Why, The WLW Stations have the talent, the programs, 
3 Ox the facilities to do a super selling job on your 


give you more for your money. 
36%: 


- 
, 


products 


The WLW Stations have the only Client Service 


ee) xn the plus of promotion and merchandising 
. t aN that insures sales success. 


So, when you think of impact, think of the Crosley WLW Stati 


GROSLEY broadcasting 


as your ad dollar is directed, 
so your sales message ‘scores’ 


EXCLUSIVE SALES OFFICES: NEW YORK @ CINCINNATI @ DAYTON e@ cOLUMBUS ®@ 


CHICAGO . 


Department in broadcasting to give your advertising 


ons. 


corporation 


ATLANTA @ HOLLYWOOD 
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‘¢Reaching for the moon” 


In 1931, when our present organization was only a dream, we were talking over 


our plans with an exceedingly practical minded friend. We told him our plans 


for super-equipment, super-craftsmen, super-duper-service ...a plant that 


would gain world renown for its excellence. Our practical minded friend looked 


ee Pen ae 


at us over his glasses and said, ‘‘You are reaching for the moon, my dear 


young friends.’’ He dampened our enthusiasm momentarily for we knew 
that human nature and perfection do not always walk hand in hand. 


Nevertheless we kept our pledge to ourselves and our clients and are trying 


; me with all our ability to ‘‘reach the moon.’’ We know that we will never be 

— quite able to reach it but we are determined that no other engraver will 
‘i get any closer to it than us. 

3 Collins, Miller & Hutchings, Inc., 
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Along the Media Path 


e Timed to hit the traditional wed- 
ding season, a new booklet, “What 
Every Advertiser Should Know 
About Brides,” has been released 
by McCall’s. After a year of re- 
search on the weddings of 1,000 
young women married in 1952, the 
magazine unearthed some inter- 
esting ideas the romantic Ameri- 
can female has about weddings. 
For instance, she wants a big wed- 


ding (but papa pays—about one- 


fifth of his yearly income); two- | 


thirds of the girls select their own 


silverware pattern; over a sixth. 


isew some of their own trousseau 


clothes. The booklet is a capsule | 


version of a more extensive re- 
_port in the June McCall’s. 

e Effective with its October issue, 
| Boys’ Life will increase its present 


(;NOMVINIAII a/ 7OS 


230 E. Ohio St. * Chicago 11, Ill. 


Key to the Sportsma 


Put some of your ad dollars to work now 
in the richest game preserve of them all .. . | 
Hunting @& Fishing. Results count. You'll 
bag more sales where prospects are thickest! 
Write for Man Market Data Folder. 


n Market 


‘eight-page comic supplement to| 
12 pages and accept a limited 
,amount of advertising in this sec- | 
tion. 


| 
e Good Housekeeping’s latest bro-_ 


_chure tells hardware retailers how | 
they can lure women into their | 
stores with the publication’s guar- 
antee seal. 


eU. S. News & World Report 
marks the fourth year of its series 
,of “authorized interviews” with a 
60-page booklet carrying portraits 
of 200 political, military and in- 
‘dustrial leaders who have been 
| interviewed. 


.@ This Week Magazine is offer- 
ing advertisers and agencies a free 
copy, upon request, of the just- 


published anthology of 50 short 


stories which have appeared in 
its pages. Random House is the 
publisher. 


le In a few months, the Houston 


| Post will start building a new $4,- 
'000,000 plant. The modern, air 
conditioned building will be in 
two sections—a two-story section 
in the front and a three-story sec- 
tion in the rear. 


e After a study of more than 800 
advertisers in about 20 major clas- 
sifications, Outdoor Life found 


'that over 50% use mail order copy. 


s FOR YOU 


Na 


.oethe Healthiest, Wealthiest, 


Ms 


Fastest-Growing Sales Market in the Nation! 


ARIZONA 


IS FIRST; 


... in Retail Sales Growth 

... in Population Growth ‘d 

.. in Per Capita Income Growth 
... in Employment Growth ° 
... in Bank Capital Growth 
... in Truck Registration . 


. e abilities are here! Call your Avery-Knodel man today . . . 
... in Farm Income Growth 


*Source: Research Department, 
Valley National Bank 


FIRST IN EVERYTHING 
THAT SPELLS MORE SALES! 
—— TT. 


KTYL-TV.. 


has tied up 63.2 coverage of the most fabulous, flourishing 


media buyers: Primary 


sales potential in the entire country . . . the thickly-populated 
Central Arizona belt that includes Metropolitan Phoenix and 
more than 568,000 free-spending, prosperous consumers! 


Right on the hoof, here’s what KTYL-TV can deliver to 


NBC programming for this booming 


market... an antenna perched high on South Mountains 
(1150 feet higher, in fact, than any other Arizona station) only 


eight miles from downtown Phoenix . . . top-flight production 


e and engineering personnel... and a complete, hard-hitting 


e merchandising department. 


Yes, the audience is here! The income is here! The avail- 


° while you have the best selection! 


ARIZONA'S Showma nship 


4 
STATION 


| 
| 
| 
| 
| 
| 


| 
| 
| 
} 
} 
| 


is still offering a good buy at a nickel 


SE RE 


Advertising Age, June 8, 1953 


GOOD 5¢ PIE—Union Biscuit Co., St. Louis, a division of United Biscuit Co., Chicago, 


. Its 5° individual pies and packages of 
cheese nibbles are now being packaged in these new counter display cartons made 
by Hinde & Dauch Paper Co., Sandusky, O. 


e Trailer Dealer, 4006 Milwaukee 
Ave., Chicago 41, has prepared a 
study of the mobile home industry. 
Copies can be had upon written 
request on letterhead. 


_@ The Hartford Courant picked up 
|nearly 15,000 lines of new adver- 
tising in one week when it organ- 
ized and sponsored a power tool 
‘show in the auditorium in its 
building. The newspaper will try 
to pick up more new business in 
| the fall with a do-it-yourself show. 
_@ New Laurels Department: 

| Macfadden Men’s Group shows 
a 59.4% gain in linage for the 
first six months of 1953 over the 
/same period in 1952. 


' 


| Better Living’s advertising rev- 
enue climbed 61% higher this 
| June over last year. Gains for the 
first six months of 1953 over 1952 
_were scored also. Advertising rev- 
“enue was 45% higher. 


_ Outdoor Life’s revenue for the 
‘first six months of 1953 is 22% 
|over the same period last year, and 
linage is up 14%. 


| American Family has racked up 
'gains in advertising pages for 26 
| consecutive issues ending with the 
July issue. For the first five 
‘months of 1953, compared with 
/1952, pages gained 29.4% and ad- 
'vertising dollar volume 71.4%. 


| Sylvania Selects Judges 
ior ‘53 Television Awards 


The Sylvania Television Awards 
for 1953 will be presented in New 
York early in December. Selec- 
tions will be made by a committee 
of 16 prominent persons, headed 
by composer-critic Deems Taylor. 
| Among the judges is G. D. Crain 
'Jr., publisher of ApverTIsING AGE. 
The judges have been asked to 
|consider presentation of a _ chief 
|award to the program making the 
|“greatest contribution to creative 
'television technique, including its 
}social responsibilities.” 

The judges are not bound to any 
|specific categories, but “are free 
to exercise the widest latitude in 
‘expressing their approbation.” 
ore producers, directors, cam- 


| 


eramen, actors, etc., may be singled 
out for awards; duplicates will go 


to the network or station, sponsor | 


|and agency of the winning shows. 


‘Phenix Foods Introduces 
Sealtest Cheese Spread 


‘Tempo,’ Successor 
to ‘Quick,’ Has No 
‘Plans Now for Ads 


| New York, June 2—The first is- 
sue of Tempo, pocket-size suc- 
cessor to Quick, is due on the news- 
stands Thursday. It will carry no 
advertising; no plans have been an- 
nounced for the acceptance or so- 
licitation of ads. Subscriptions will 
|/not be sought. 

| Eleven people staff the new 
‘dime weekly, with seven of them 
|owning 51% of the stock. The re- 
|maining 49% of Pocket Magazines 
Inc. is held by Gene Damon, head 
‘of the Atlanta Lithograph Co., 
‘which formerly printed 25% of 
|Quick. Atlanta Lithograph will 
print Tempo by offset. Distribu- 
tion will also be handled from At- 
lanta. 

Tempo’s office here is at 1140 
Broadway. Edwin F. Thayer, busi- 
ness manager of Quick, is presi- 
dent and publisher. Norman Lob- 
senz is editor. 


‘Washington Post’ Boosts 3 


John W. Sweeterman, business 
manager, has been elected v.p. 
and general manager of the Wash- 
ington Post. James Russell Wig- 
gins, managing editor, has been 
made v.p. and general manager. 
John S. Hayes, who joined the 
organization in 1947 as a radio ex- 
ecutive, has been named v.p. for 
radio and television. He is presi- 
dent of WTOP, Washington, and 
also is responsible for operations 
of WMBR and WMBR-TV, Jack- 
sonville, Fla. 


Palazzolo to Ralph H. Jones 


Antonio Palazzolo & Co., Cin- 
cinnati producer of spaghetti, 
macaroni and egg noodles, has ap- 
pointed Ralph H. Jones Co., Cin- 
cinnati, to handle advertising for 
Duncan Hines macaroni and re- 
lated products. First markets for 
the Hines line of macaroni prod- 
ucts are expected to open in 
October, and distribution will be 
expanded as rapidly as possible. 
Markets and media will await 
studies and agency recommenda- 
tions. 


| Ingalls-Miniter Names Two 


William J. Haughey, formerly 
senior account executive and ac- 
count supervisor with John C. 
Dowd Inc., Boston, has been ap- 


Phenix Foods Co., division of pointed a v.p. with Ingalls-Mini- 
National Dairy Products Corp., ter, Boston. Glenn C. Livezey, 
Chicago, has begun distribution of |formerly an account executive 


a new Sealtest cheese spread. Ads 
will stress aged cheddar cheese 
flavor and the product’s many 
| uses. 

_ Life will carry a four-color page 
‘in its July 13 issue, with other ads 
‘following in Life and other maga- 
zines. “The Sealtest Big Top,” 
hour-long circus show sonsored 
by National Dairy on 53 stations of 
‘CBS Television, will be used also. 
Needham, Louis & Brorby, Chicago, 
is the agency handling the Phenix 
account. 


with the Dowd agency, has been 
named assistant to the president 
and account executive for Ingalls- 
| Miniter. 

| 


_Paskow to William Nicosia 


| Matthew Paskow Co., Ozone 
|Park, N. Y., manufacturer of lamps 
land novelties, has appointed Wil- 
liam Nicosia Advertising Agency, 
New York, to handle its advertis- 
ing. The company has been a di- 
/rect advertiser. 


oS 


+e oy teen to ro OO A Sealer ate BRM ei ie as es Bee ew ai ME py ak a CRA RIO cod cane inm le ib  e aea  SRaie eaeee Pir Saray EOE Te Set Pit os CE at ARG © fangH so ng ee Pee es a oe ee ae Nae tS Aloe er: 
ae ae Wi ee sane Ae ay a oon Peace ay ‘s me OM ee See eae ae RSS poe ae ee Pe ee = SS ey 2 ead oye cs : pea oe ies basa Ss bagi ett et ae ‘ie : eyes is Eee is TEs toga ai gt 
REY nO rc isa lek Rh ie. SS perenne yr eS en ee, Pe ah re Re ae Spies rN eae "i or NC aid ene Mla oo MS gi i eas See eee peweery et aE ANS Oe te Souee aay re a ee _ ON Rest re eae 
= Rai Go : ee eee % Jo SA = * o = oe 2d ivi ee « r e ae i Eh “" ae a a Ea ne # 2 a hy tor “ie ve an : T: ae See < : Te & Pe Pree | : i ee eee ii pare sheet * ee wee mee Wi. e ty , ; pene 3 ae = 
ee ee = ea nee rR may fi ee BY Retreat apie Sok Les wre pigs veilageiny dy He eee alte ae: ‘il Juteenus i sgebicoin oe a ee pate nie We eas ere ne eee 
a tts 8 eR Pg ey i a en ene a oe ee ee ee ee a ee ae 
vie lob ; ; . q a ‘ “ : = SA oe ere —_— 
ees : : re sinensis. . : 
OT * : 7 ‘ : 
pe oe Se ee _— irre 
S 
| : 
as - § 
ats Rs a ea ee Mp See te Sy i 
Ey eee ee eee farce. (see Oeneaweryer > eae j 
Poa ene teeing wees pas alll eer Cc eae \ 
= ae 
ee a ee ee NO) A ga ee 
. % re spa See i Shia fs - a -_ ns oer oe ose { 
e po i ee ee ‘nes : Re eee 
age ee: ay, oe a : ERE GG Ue } 
aa eee Gamers Bhs aie ae Onan mA jaeed iis 1, 
Baer ‘ * ee TE Pe ae * tye “aad } 
eT cs <r, eee | 
eon: ee — cet te a 
ji - eee ees 3 \ oe , 5 } 
; = ae Te ; : . Se fe eae | 
ae Ff eat ie wf m Es a, tae ae = aa 
: ere ae ASS . te" ee ee eS RS } 
; SA ne. eee. po ete et j 
‘ ee eo oe Ee bo ae Pe ee 3 ' 
a Ny 2) eee Se ee ae A ae * i 
ay ; pO aa See ¥ 
es y a ae - ase , 
a ie 4 . es le a 2 + ee, ee j 
= ara, ct p 7 ~ a <a, 
, . = ray oy ‘i 
ai aS ok: SY 8 He 
a eee | ms a > ete Mig Be ST ER - a Se en! an ee aa cf 
a — Be atk ee ’ sch Pare a al eee ae ¢ 
sg ae jt one eee ae ma tee . nee LS ieee Be ee et 
Ces — a ee es Pia Shai ae sae tg Aya ale Oe aS Sea Reed on Grae i 
gc Ne eee : eds ee IS I ee ee 
oY Bae ———— ——— ————__ . — Set jee oe ee , ; are: i : ine 
Gru te <n . - q fo ae eS yee 2 a Berean ee i MA Tee en 
e = . . in : Ke NON 3 cigs ies mt i Pitan ; 
eth =e" ye .. =a “a ee ve pan ee ee ae aa Be, $3 
Gen aren hee os ies ge Pi: = a te ie : ices 5 F 5 | 
NG a iow i ie ay age sees titiniaiiatiiasns é pa 
8 — tt ae & = . ) 
ies ag _~ 
daaitic Liat th EE Rohs us ‘Be: 
ie ei ie 4 ‘ Ee, neo Zoe 7 1 } j 
Bae ee aes " me A Pig cate aE , "4 
aa. . = Per fae er ia i laewtin | a A 
ie ee we . aE | 
ee ol ee ~ Sa oe 3 ! | 
arth ay — sigs 
Curate a ee . ¥ fi 
pons, ae 6=3—Ul (Ck! ae 
Galt = i _ 5 4 ' 
a a = 
no a 4 : 
oe we. . 
ee : y. Pim, | 
§ we 7 rr $ 4 } } 
— oN ff 
Saar ey . +) 
a 3 y tj 
. - | i 
al Po 
: : | 
eee | 
: RT ae Oe |e 
| 
| ft 
é wen —, | 
Caos Ts SS po 
ie SS | 
: ~~ . : ; 
Paes: Mise t} 
Y ¥/} MW— | i} 
* if 
ae i 
ae | & 
ate De Uy | Ef 
; S * | a 
7 rt x) : 
eins “ ‘ 
— XY | J \ ef ly | 4 
= Pa re " 
ae J ; ‘ | U i 
ee a, erg Se GD } | sf 
ae : | . Ty : 
F hex Ul 
paige ; Ls f 
ss _ CHan a | 
ae ; ‘ aes i ae ary char i 
ae a ee ee 
te ee i ig 
Raa ees & ts, = ‘ 
neeeee oliied 
‘ : ae 
a eas ee \ 
Po | | 
‘ he ee 
° mums.) LA ffiliate fer 
: . 
ie Phoenix and Central Arizona... 
| 7 ; ee 
ie eae 
—_. % + G ‘ 4 : i soe wes bg be e ‘a ae b i : Pa Se ae - * ‘: “ ph ih ? r E a ce pee wn 


se Mt ew 


f 
i 


1- 


ADVERTISERS BENEFITING 
IN HAPPY HOMEMAKING 


American Meat Institute Libby, McNeill & Libby 


Carnation Co. Pineapple Growers 
Comstock Canning Corp. Ass'n 

Corn Products Refining Co. Grocery Store 
Cream of Wheat Corp. Products Co. 
Greer Giant Co. Quaker Oats Co. 
H. J. Heinz Co. Minnesota Mining 
Knox Gelatine Co. & Mfg. Co. 
Kraft Foods Co. Procter & Gamble 
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STARTS YOU SELLING 500,000 BRIDES! 


Happy Homemaking is the only service of its kind that gives you a head-start 
selling brand-new brides! 


MODERN ROMANCES sends this sprightly, valuable primer out to half a million 
brides per year... reaching them one month after marriage. Happy Homemaking 
comes to them as a gift from the magazine and from you! 


Every MODERN ROMANCES’ food advertiser interested in brides gets highlighted 

product “sell” and identification in Happy Homemaking. Each gets free listing of 

his currently available home service material. 

Already, tens of thousands of such advertisers’ service booklets have been requested 
y> | 


by grateful respondents. Happy Homemaking pulls at from 3 to 5 times the rate of 
top productive media—and every request from a brand-new bride! 


HELPS SELL TOP CHAIN EXECUTIVES! 


Modern Super-Marketing is a fast-paced 4-page merchandising newsletter that 
carries promotional and advertising news about MODERN ROMANCES’ advertisers 
to 1200 top food chain men! 


Edited by people who know the food business from clerking up, material from Modern 
Super-Marketing has been front-page featured in the national food trade press! And 
chain after chain has requested extra copies for additional buying and sales executives! 


Want more information about MODERN ROMANCES... 


its terrific market of young marrieds not reached by other types 
of magazines...and its important exclusive pluses? Write— 


* Modern Romances 


America’s Youngest Married Woman Audience 


New York Chicago West Coast West Coast 

261 Fifth Avenue 221 N. LaSalle St. Whaley-Cahill Co. Whaley-Cahill Co. 

New York 16, N. Y. Chicago, Il. 6513 Hollywood Blvd. 235 Montgomery St. 
Los Angeles, Calif. San Francisco, Cali! 
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PR Business Begins to 
Take ‘Definite Shape’ 


(Continued from Page 1) 
business, as some of the fees quot- 
ed indicate; it is largely a personal 
business (most of the companies 
are proprietorships, partnerships 
or small corporations, and in most 
cases, the founder of the company 
is in the firm name, and still ac- 
tively at work). 


® The survey also shows these 
significant facts about current pub- 
lic relations practice: 

1. If public relations consultants 
operate with a minimum fee, most 
of them are reluctant to report it. 
Only 13 of the 61 respondents 
named a minimum fee as a retain- 
er, although others added set 
charges used for per diem or spot 
assignments. 

2. Generally, they are willing to 
list their clients. More than two- 
thirds, or 42, reported all or some 
of their clients in this report. 

3. The question of legislative 


work still bothers the field. Some | 


companies made clear that they did 
none, others said they conducted 
“informational” campaigns among 
legislators but “no lobbying”; 
others said they do 
work, and have registered as lob- 
byists under protest; and some said 
they have registered as lobbyists 
and implied ready compliance. 


s 4. More than half the companies 
reporting in this survey assist, or 
have assisted, in the picking of an 
advertising agency. Some 36 com- 
panies answered “yes” to this 
question, although numerous re- 
plies made clear that (a) it was 
limited to a choice of an agency 
for institutional work, (b) it was 
only on the request of a client. One 
consultant said candidly that it 
doesn’t usually work that way, usu- 
ally the agency picks the p.r. 
firm. 

5. A large majority (54) consult 
or have consulted on institutional 
advertising plans, although here 
again a number of p.r. men indi- 
cated that this is vaguely outside 
their bailiwick, and inserted such 
qualifying phrases as “when 
asked” or “at the client’s request” 
in their answers. 


s 6. There is a substantial taper- 
ing off when the actual prepara- 
tion of the institutional copy is 
mentioned, Only 38 of the respond- 
ents said they had or do prepare 
institutional advertising, and again 
there was considerable qualifica- 
tion—“rarely,” “some,” “depends 
on requirements of client,” ‘“oc- 


casionally,” or “copy and roughs, | 


sometimes, but never art and me- 
chanical.” 

It ought to be noted that a num- 
ber of the companies replying in 
this survey have existing advertis- 
ing arrangements. To mention a 
few: Channing L. Bete, Hill & 
Knowlton, Iversen-Ford, Pendray 


& Co., and Ruder & Finn all oper- | 


ate agencies with the same name 
as that of the public relations 
company; Selvage, Lee & Chase 
has an agency subsidiary, French 
& Preston. 


s 7. The snobbishness of the past 
toward the special project or 
“spot” job has pretty well disap- 
peared. Forty-five of the compa- 
nies reporting say they take spe- 
cial project assignments, although 
some made it clear that they have 
reservations. There is some evi- 


dence that the better-heeled and 


bigger the company, the less eager 
it is for spot assignments. 


legislative | 


is limited to “communications,” 
and that negotiations, for instance, 
are outside the scope of their 
normal activities. Several noted 
that “employe relations” more 
|closely fitted a description of their 
work. 

9. Stockholder relations are con- 
‘sidered in their bailiwick by 50 
of the companies which reported. 


|@ Here is a list of the public re- 


lations companies responding to) 


‘the questionnaire, their officers, 
| fees (where listed), and clients—in 
|instances where policy permitted. 
| 


| David O. Alber Associates, 654. 


|Madison Ave., New York, branch 
office in Hollywood. Officers: Da- 
vid O. Alber, president, Gene Shef- 
rin, v.p.; 16 employes; minimum 
fee not stated; 
Allen B. DuMont Laboratories, 
Arthur Murray Studios, 
|Roosevelt, Valentino Sarra, Con- 
solidated TV Sales. 


Allied Public Relations Associ- 
ates, 787 5th Ave., New York, 
| branches in Washington, Chicago, 
Los Angeles, Harrisburg, Pa. Of- 
|ficers: David B. Charnay, chair- 
man and president, William F. 
Brooks, executive v.p., Barnett 
Bildersee, Harry Guinivan, Henry 
Paynter, v.p.s, Lawrence Whitten, 


fee—$36,000 annually; clients list- 
ed “on request.” 


New York, no branches. Officers: 


Clavell, and Charles B. Tranum; 
six employes; minimum fee not 
stated; clients not listed. 


Baldwin & Mermey, 205 E. 42nd 
St., New York, no branches. Offi- 
cers: 
Maurice Mermey, partners; 16 em- 


Industries, International Nickel, 
Retail Dry Goods Assn. of New 
York, Scovill Mfg. Co., Sterling 
Drug, Teachers Insurance & An- 
nuity Assn. 


Jack Banner and Ed Greif, part- 
ners; six employes; minimum fee— 
$15,000 for yearly retainers; cli- 
ents (omitting those who retain 
|'B&G for consultation only and 
those for whom special 
work is done)-—American Bible 
Society, Clapp & Poliak, Commun- 
ications Materials Center of Co- 


Basic Materials for Industry, Fash- 
ion Frocks, Harford Frocks, Medi- 
cal Film Guild, National Materials 
Handling Exposition, Photographic 
Fair Ltd., Plant Maintenance 
Show, Provident Loan Society. 


/'Madison Ave., New York, no 
| branches. Officers: P. W. Barber, 
‘chairman, Stanley Baar, president, 
/and T. W. Casey, v.p.; 15 employes; 
ino fixed minimum fee; among its 
| 12 clients are National Cash Regis- 
ter Co., Textile Resin department 
'of American Cyanamid Co., and 
|the Paper Chemicals department 
of the same company, 
|\Schaefer Brewing Co., Merritt- 
Chapman & Scott Corp., New York 
Shipbuilding Corp., Werner Tex- 
tile Consultants, Taller & Cooper. 


8. Labor problems are a fre- 


quent part of a public relations| 
_ consultant’s life, particularly if his 


clients are industrial. Only 35 of 
the 61 regard themselves as work- 


ing on labor relations; they fre-| 


quently pointed out that their work 


New York, branch office in Wash- 
ington, 1424 K St., N. W. Officers: 
L. Roy Blumenthal, president, and 
Bernard Gittelson, v.p. and treas- 
urer; 43 employes; minimum fee 


among clients—_ 


Hotel | 


secretary, Jacqueline Chittenden, | 
treasurer; 63 employes; minimum | 


Ted Baldwin Inc., 270 Park Ave., | 


William H. Baldwin and) 


ployes; no minimum fee; clients—| 
Abraham & Straus, Bureau of Ed-| 
ucation on Fair Trade, Engelhard | 


Banner & Greif, 250 W. 57th St.,| 
New York, no branches. Officers: | 


project | 


lumbia University, Exposition of. 


Barber & Baar Associates, 270. 


F.&M. | 


Roy Bernard Co., 14 E. 62nd St., 


| —$25,000 a year; company policy 
against listing clients. 


Channing L. Bete Co., 20 Fed- 
eral St., 
branches; 
Bete, president, Richard R. Bruce, 
v.p., Groverman B. Payne, treas- 
urer; 12 employes; minimum fee 
/not stated; clients—Western Mass- 
achusetts Electric Co., New Eng- 
land Gas & Electric Co., Natural 
Rubber Bureau, Rubber Flooring 
division of Rubber Manufacturers 
|Assn., along with the association’s 
‘Rubber Footwear division. 


| 


| Jewel B. de Bonilla, 19 E. 57th 
|St., New York, no branches. Offi- 
'cers—Jewel B. de Bonilla, presi- 
|dent, and Ellisera Sayers, v.p.; six 
employes; minimum fee—-$5,000; 
company specializes in Latin 
American public relations, and 
lists as clients the Consul General 
of the Dominican Republic (re- 
cently resigned), Costa Rica, Dip- 
lomat Magazine, “several” restau- 
rants and dress manufacturers. 


Brenon & Morgan 
|270 Park Ave., 


Associates, 
New York, no 
| branches. Officers: Helen Morgan 
and Aileen Brenon, partners; sev- 
en employes; no minimum fee 
stated; clients—Picker X-Ray, 
Jane Froman, Peter Lind Hayes, 
Mary Healy, ete. 


Paul Brokaw, Public Relations, 
|1737 Euclid Ave., Cleveland; no 
branches. Officers: Paul Brokaw, 
|owner; three employes; minimum 
fee not stated; clients—Ohio State 
March of Dimes, W. N. Gates Co., 
Hoppenstand Industries, Advertis- 
ing Associates, United Truck Own- 
‘ers of America, Arthur I. Morri- 
‘son & Associates, Greater Cleve- 
\land Lutheran Welfare Fund, 
Cleveland chapter of National 
| Foundation for Infantile Paralysis. 


Ted Baldwin, president, du Maresq | 


H. A. Bruno & Associates, 30 
| Rockefeller Plaza, New York. Of- 
|ficers: Harry Bruno, Russell Gud- 


| geon, Hudson Phillips, Victor Oris- 


tano, Theon Wright, William Pear- | 


sall, Abbott Geer; number of em- 
ployes “varies”; minimum fee “for 
major accounts,” $35,000; clients— 
Atlas Corp., Consolidated Vultee 
Aircraft Corp., Airfleets, San Di- 
ego Corp., Goodyear Tire & Rub- 
ber Co. and Goodyear Aircraft, 
Phelps Dodge Corp., National 
Assn. of Engine & Boat Manufac- 
turers and National Motor Boat 
|\Show, National Photographic & 
Dealers Assn. and National Photo- 
graphic Show, International Flow- 
er Show, Hydropress Inc., Rem- 
|ington-Rand, Loewy Construction 
|Corp., Titeflex Inc., Wasatch Corp. 


Verne Burnett Associates, 522 
5th Ave., New York, no branches. 
Officers: Verne and Laura Bur- 
nett, partners; 15 fulltime employ- 
es plus free lance and parttime 
/employes; minimum fee not stated; 
ten continuing clients, unlisted, 
'‘“most of them corporations.” 


Carl Byoir & Associates, 10 E. 
40th St., New York, branches in 
| Chicago, Washington, Los Angeles, 
| San Francisco, Baltimore and Par- 
|is, plus representatives in Indian- 
apolis, Columbus, Hamilton, Ont., 
Boston, Detroit, Ft. Madison, Ia., 
Jacksonville, Minneapolis and 
Pittsburgh. Officers: Carl Byoir, 
chairman, Gerry Swinehart, presi- 
| dent, George Hammond, executive 
| V-P.; 260 employes; minimum fee 
| —$50,000 for individual clients, 
$60,000 for associations; clients— 
American Can Co., Great Atlantic 
& Pacific Tea Co., Bendix Avia- 
tion Corp., C.1.T. Financial Corp., 
Eastern Railroad Presidents Con- 
ference, Freeport Sulphur Co., Gas 
Appliance Manufacturers Assn., 
B. F. Goodrich Co., Hall Bros., 
Hughes Tool Co., S. C. Johnson & 
Son, Levitt & Sons, Libbey- 
Owens-Ford Glass Co., Lumber- 
man’s Mutual Casualty Co., Min- 
neapolis-Honeywell Regulator Co., 
Radio Corp. of America, Republic 


Greenfield, Mass., no. 
officers—Channing L.| 
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Summary of Data on 61 PR Companies 


Minimum 
Fee Other 
Number (In Services 
of Em- Thou- Clients (See 
Name ployes sands) Listed Footnotes) 
David O. Alber Associates 16 Yes  2,3,5,6,7,8 
Allied Public Relations Assoc. 63 $36 No 5,6,7,8 
Ted Baldwin Inc. 6 No 5,7,8 
Baldwin & Mermey 16 No 1,3,4,5,7,8 
Banner & Greif 6 $15 Yes  3,5,6,7,8 
Barber & Baar Associates 15 Yes 1,2,3,4,6,7,8 
Roy Bernard Co. 43 $25 No 1,2,3,4,7 
Channing L. Bete Co. Inc. 12 Yes 1,3,4,5,6,7,8 
Jewel B. de Bonilla 6 $5 Yes 2,3,4,5,8 
Brenon & Morgan Associates vi Yes 2,3,5,8 
Paul Brokaw, Public Relations 3 Yes 1,2,3,5,6 
H. A. Bruno & Associates Varies $35 Yes 1,2,3,4,5,6,7,8 
Verne Burnett Associates 15 No 2,3,5,6,7 
Carl Byoir Associates 260 $50 Yes  2,3,4,6,7,8 
Cayton-Klempner 4 $10 Yes 3,5,8 
Coakley & Co. 8 $ 6 Yes 2,3,4,7,8 
Ayres Compton Associates 6 No 4,5,7,8 
Thomas L. Cotton Associates 2 Yes 6 
Executive Research 15 No 2,3,4,6,7,8 
Stephen Fitzgerald & Co. 16 Yes 1,3,4,5,6,7 
Flanley & Woodward 8—10 $18 Yes 5 
Fleishman, Hillard & Assoc. 15 Yes 3,5,6,7,8 
Gardner & Jones 6 Yes = 3,4,5,6,7,8 
Glassner & Associates 6 Yes 3,4,5,6,7,8 
Felton H. Gordon, P.R. 2 Yes 2,3,4,5,7 
L. Richard Guylay & Assoc. 12—20 Yes 1,2,3,5,6,7,8 
Steve Hannagan Associates 76 Yes 6,7 
Harshe-Rotman Inc. 37 Yes 1,2,3,4,5,6,7,8 
Margaret Herbst 1 Yes 3,5,7,8 
Hill & Knowlton 130 Yes  3,4,6,7 
Constance Hope 8 Yes 2,3,8 
Philippe Hurteau & Co. 4 Yes 1,2,3,4,5,6,7,8 
Iversen-Ford Associates 5 Yes 3,4,5,8 
Andrew F. Jackson & Assoc. 6 Yes 1,2,3,4,5,6,7,8 
Journalists Associates 5 Yes 2,3,4,5,7,8 
David L. Keith & Co. 3—6 No 3,5,7,8 
Krock-Erwin Associates Inc. 31 Yes 1,2,3,4,5,6,7,8 
John LaCerda Agency 6 $10 Yes 1,2,3,4,5,6,7,8 
Ivy Lee & T. J. Ross 25 No 2,3,4,6,7 
Philip Lesly Co. 17 Yes 1,2,3,4,6,7 
D. Blair MacMaster Co. 2 No 3,5,6,7,8 
Ira Mosher Associates 4 Yes 1,3,4,5,6,7,8 
| Newman, Lynde & Associates 12 No 3,4,5,6,7 
Opinion Builders Inc. 8 No 3,4,5,7,8 
'Pendray & Co. 15—25 Yes = 2,,3,4,5,6,7,8 
The Public Relations Board 25 Yes 2,3,5,7,8 
K. C. Pratt Inc. 3 Yes 2,3,4,5,6,7,8 
| Public Relations Institute 
of the West 8 No 2,3,4,5,6,7 
Charles A. Rawson & Assoc. 12 Yes 1,3,4,5,6,7 
Reed-Jones Inc. 17 $15 Yes 2,3,8 
Ruder & Finn Associates 27 No 1,2,3,4,5,7,8 
Arthur H. Samish & Assoc. 10 No 1,2,3,4,6,7,8 
| Selvage, Lee & Chase 53 Yes __—1,2,3,4,5,7,8 
Lawrence H. Selz Organization 53 $25 Yes 2,3,5,7,8 
Theodore R. Sills & Co. 49 $25 Yes 1,2,3,4,6,7,8 
Shirley D. Smith 3 Yes = 2,,3,4,5,6,7,8 
S. C. Swanson Inc. 22 No 1,2,3,5,6,7,8 
Robert S. Taplinger & Assoc. 40 Yes 1,2,3,4,7,8 
Winter & Winter 31 No 4,5 
Hamilton Wright Organization 45 Yes 3,8 
John Orr Young & Associates No 2,3,5 


Legend for Other Services Performed 


. Consults on insti 
. Prepares institut 


onwnur wn 


. Does legislative work. 
. Aids in picking ad agencies. 


tutional ad plans. 
ional advertising. 


. Takes spot assignments. 

. Works on labor relations. 

. Works on stockholder relations. 
. Handles trade shows & exhibits. 


Aviation Corp., Schenley Indus-, 
tries, Servel Inc., W. A. Sheaffer 
Pen Co., Tile Council of America 
and Willys Motors. 


Cayton-Klempner, 230 W. 41st 
St., New York, no branches. Offi- 
cers: Ralph Cayton and Leo 
Klempner, partners; four employ- 
es; minimum fee, $10,000 annually; 
clients—Keystone Paint & Varnish 
Corp., Arthur Maisel Enterprises, 
New York March of Dimes, East- 
ern School for Physicians’ Aides, 
Cavanagh’s Restaurant. 


Coakley & Co., 10 Downing St., 
New York, branch in Newark, 30 
Fulton St. Officers: John C. F. 
Coakley, senior consultant, John 
C. F. Coakley Jr. and Thelda A. 
Coakley, partners; eight employ- 
es; minimum fee, $500 monthly; 
clients—Edison’s Birthday Com- 
mittee, Edison Pioneers, Edison 
Birthplace Assn., Stone Barn Inn, 
Sippiwinett Lodge, several un- 
named personal development ac- 
counts. 


Ayres Compton Associates, 1327 
Kirby Bldg., Dallas, no branches. 
Officers: Ayres Compton, presi- 
dent, Jack Winemiller, v.p., Rob- 
ertine Compton, secretary-treas- 
urer; six employes; minimum fee 
not stated; clients not listed. 


Thomas L. Cotton Associates, 60 
E. 42nd St., New York, no branch- 
es. Officers: Thomas L. Cotton, 
owner; two employes; minimum 
fee, $100 per diem, five-day 
monthly minimum; among the cli- 
ents are consumer finance compa- 
nies and associations, a savings 
bank, and a non-profit agency- 
consultant on community relations. 


Executive Research, Los Ange- 
les, branch office at 500 5th Ave., 
New York. Officers: Robert D. 
Speers, president, E. Harden Bish- 
op, v.p. and treasurer, David U. 
Snyder and Dale Armstrong, v.p.s, 
with Mr. Snyder in charge of the 
New York office; 15 employes; 
minimum fee and clients not dis- 
closed. 
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Stephen Fitzgerald Co., 502 Park 
Ave., New York, branch in Wash- 
ington, affiliates in St. Louis and 
Los Angeles. Officers: Stephen E. 
Fitzgerald, Raymond C. Baker, 
Paul E. Morgan, partners; 16 em- 
ployes; no minimum fee; clients— 
Baltimore & Ohio Railroad, Na- 
tional Assn. of Electric Companies; 
American Institute of Accountants, 
New York and New Jersey state 
societies of C.P.A.s; Central Rail- 
road of New Jersey, Fenton B. 
Turck, International Public Opin- 
ion Research, and St. John’s Col- 
lege, Annapolis, Md. | 
| 
Flanley & Woodward, 30 E. 40th | 
St., New York, no branches. Part-| 
nership; “eight to ten’ employes; 
$18,000 annual retainer; clients— 
Grocery Manufacturers of Amer-| 
ica, Jim Nash, industrial designer, | 
Processed Apples Institute, Purex | 
Corp. 


Fleishman, Hillard & Associates, 


211 N. 4th St, St. Louis, no- 
branches but affiliates in principal 
U. S. cities. Officers: Alfred 


Fleishman and R. E. Hillard, part- | 
ners; 15 employes; minimum fee. 
not stated; clients—Union Electric | 
Co. of Missouri, St. Louis Public) 
Service Co., Granite City Steel Co., | 
Gaylord Container Corp., First Na- 
tional Bank of St. Louis, St. Louis 
Union Trust Co., American In- 
vestment Co. of St. Louis, Anheus- 
er-Busch, St. Louis Cardinals, Blue | 
Cross, Washington University, | 
Central Hardware, St. Louis Police, 
Department, Civic Progress Inc. 


Gardner & Jones, 105 W. Madi-— 
son St., Chicago, no branches, but 
correspondent firms in New York, | 
Washington, Los Angeles and Dal- 
las. Officers: Robert H. Gardner 
and Scott Jones, partners; six em- 
ployes, plus free lancers; no mini- 
mum fee stated; clients—ten, not 
for publication. 


Glassner & Associates, 
Wacker Dr., Chicago; no branches. 
Lewis M. Glassner, sole owner; 
minimum fee not stated; clients 
not listed. 


Felton H. Gordon, Public Rela- 


tions, 407-9 Grand Theater Bldg., 
Felton H.)| 


Atlanta, no branches. 
Gordon, principal; two employes; 
minimum fees—$300 monthly re- 
tainer, $10 an hour for spot as- 
signments; clients—Georgia Phar- 
maceutical Assn., Georgia Opto- 
metric Assn.; Southern Occupa- 
tional Vision Council. 


L. Richard Guylay & Associates, 


45 Rockefeller Plaza, New York, 
branches—temporary offices at 
times in Washington, Detroit, and 
Providence. Officers—L. R. Guy- 
lay, Beatrice Guylay, Robert L. 
Jordan; 12-20 employes; no stated 
minimum fee; clients—Fram Corp., 
Harry Ferguson Inc., Clendenin 
Ryan, etc., All-American Rose Se- 
lections, and the past political 
campaigns of Robert A. Taft. 


Steve Hannagan Associates, 247 


Park Ave., New York, branches’ 


Chicago, Los Angeles, New Haven, 
Sun Valley, Toledo. Officers: Joe 
Copps, president, Larry Smits and 
Paul Snell, v.p.s, Margaret Ray, 
secretary, and Camille Street, 
treasurer; 76 employes; minimum 
fee not stated; clients—-Admiral 
Corp., American Potash & Chemi- 
cal Corp., Cities Service Co., Coca- 
Cola Co. and Coca-Cola Export 
Corp., Clary Multiplier Corp., 
Electric Auto-Lite Co., Fifth Ave- 
nue Coach Co., Glassware Institute 


of America, Pure Oil Co., Olin 
Industries, Owens-Illinois Glass 
Co., Union Pacific Railroad Co., 


and Venetian Blind Assn. 


Harshe-Rotman Inc., 8 S. Dear- 
born, Chicago, branches in New 
York (40 E. 49th St.), and Roches- 
ter, 213 Cutler Bldg. Officers: 
Morris B. Rotman, president, Ted 
Cox and Warren Phillips, v-p.s, 


35 E.) 


Alfred M. Gertler, editorial direc- 
tor; 37 employes; no minimum fee 
stated; clients—Ampro Corp., Au- 
tomatic Transportation Co. divi- 
sion of Yale & Towne; Bausch & 
Lomb Optical Co., Beltone Hearing 
Aid Co., Cappel MacDonald & Co., | 
Chambers, Chippendale’s Inc.,| 
Culligan Inc., Dr. Pepper Co., For- | 
rest Process & Development Corp., | 
I. J. Grass Noodle Co., Hertz Driv-| 
Ur-Self System, S. A. Hirsh Mfg. | 


Co., Howard Rotavator Co., Mar-|Monsanto Cher 


tin-Senour division of Sherwin- | 


Williams, Mosl« 
division of B« 
Plastic Block Ci 
Music Assn., | 
Hospital, Schwa 
Co., Tri-State P 
and Zonolite Co 


Margaret Her 
New York, no | 
Herbst, owner, 


safe Co., Norge 
-Warner Corp., 
Rochester Civic 
hester General 
Chemical, Todd 


tic Molding Co., | 


st, 101 Park Ave., 
nehes. Margaret 
ne employe; no 


minimum fee tated; clients— 
ical Co., Conard 
Pyle Co. Belgian Agricultural 


Department (endive) Clarendon 
Gardens, W. E. Hutchison & Co., 
Flower Grower. 


Hill & Knowlton, 350 5th Ave., 
New York, branches in Washing- 
ton, Cleveland, Pittsburgh and 
Chicago. Officers: John W. Hill, 
president and treasurer, Bert C. 
Goss and Kerryn King, senior 


v.p.s and Mr. King is secretary, | 
Vern M. Boxell, Richard W. Dar-— 
Merrick T.. 


row, John J. Ducas, 
Jackson, Avery McBee, v.p.s, and 
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Harry S. Cooper, controller; about 
130 employes; minimum fee not 
available for publication; clients— 
Aircraft Industries Assn., Ameri- 
can Iron & Steel Institute, Avco 
Mfg. Corp., California Texas Oil 
Co. Ltd., Licensed Beverage Indus- 
tries, Manufacturing Chemists 
Assn., Procter & Gamble Co., 
Studebaker Corp., Texas Co. 


Constance Hope, 200 W. 57th St., 
New York, no branches. Constance 
Hope, owner; eight employes; no 
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Market 


A distinctly independent and unified trade area virtually unaffected 
by advertising in coastal cities 700 miles or more distant. 


553 Miles Denver 


Wor MCSIOYO 3 whale ely tnrseafialr le wilh 
“Glearl of Ue biby” Disler Adverlising 


UTAH—Convention and Tourist Center— 


In 1952 Salt Lake City was host to 268 conventions. 175,453 delegates 
spent $17,543,400. Some 3,000,000 tourists spend $65 million an- 
nually in Utah. And this is in addition to an already prosperous economy 
in the second fastest growing area in the nation. 


PACKER covers Salt Lake City and Ogden — the heart of the Utah 
market. Tap this great and growing market with PACKER “heart of 
the city” POSTERS. 


SALT LAKE CITY — OGDEN 


Your Advertising Agency has all the facts. 


UTAH DIVISION 
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minimum fee stated; clients—Sea- 
gram-Distillers Corp., Browning 
King Co., LaTausca Pearls, George 
London, Lily Pons, Efrem Kurtz, 


Raymond. 


Philippe Hurteau & Co., 1222 
University St., Montreal, Que., as- 
sociated company, Inside Canada 
Public Relations Ltd., with 
branches in Toronto, Ottawa, St. 
Catherines, Winnipeg, Vancouver. 
Philippe Hurteau is executive di- 
rector, and national director of 
Inside Canada Public Relations 
Ltd.; four employes; minimum 
fees—$500 monthly plus expenses, 
$100 spot assignment; clients— 


SiMPSON-REILLY, LTD.. 
Publishers Representatives 


nee ” 


PLES HALLIBURTON BLDG. 
SAN PRANCISCO CENTRAL TOWER 


milk distributors, professional and 
business associations, city park and 
playground division, oil company, 
‘airline, public utilities. 

Jeanette MacDonald and Gene. 


_ Iversen-Ford Associates, 175 5th 
_Ave., New York, no branches. Of- 
ficers: I. A. Iversen and C. B. 
Ford, partners; five employes; no 
minimum fee stated; among its 
clients—Federal Leather Co., 
American School Publishing Co., 
|American City Magazine Corp., 
Pocket Testament League, New 
York Bible Society, Asbestospray 
|Corp. 


Andrew F. Jackson & Associ- 
ates, 918 F. St., N. W., Washington, 
no branches. Andrew F. Jackson, 
|president; specializes in p.r. serv- 
‘ing the Negro market; six em- 
ployes; no minimum fee; clients— 
Minority Opinion Institute, Booker 
T. Washington Birthplace Memo- 
rial, Geo. Washington Carver Na- 
tional Monument Foundation; Lord 
Baltimore Filling Stations (spe- 
cial), Ruppert Brewery (special), 


| National Go-By-Auto Club. 


| Journalists Associates, 1530 
Lombard St., Philadelphia, no 
'branches. Officers: 
Carter, director, Leon M. Snead, 


managing director; five employes; 
/no set minimum fee; clients—Phil- 


,adelphia chapter National Assn. 
\for the Advancement of Colored 
People, Lincoln Univerity, Home 
for Aged and Infirm, United Negro 
College Fund, William Penn Busi- 
|ness Institute. 


National Bank Bldg., Peoria, IIl., 
no branches. Officers: all are as- 
sociates; three fulltime and three 
parttime employes; no minimum 


ously,” but includes chemical, edu- 
cational, railroad, manufacturing, 
distributive, professional, associa- 
tion and financial. 


Krock-Erwin Associates, 1406 G. 
St.. N. W., Washington, D. C., 
working affiliation with Public Re- 
lations Management Corp. Offi- 
cers: Thomas P. Krock, president 
and chairman, Robert A. Erwin, 


W. Beverly | | 
clients—“several foreign govern- 
ments” plus U. S. and foreign in-| 


fee; doesn’t list clients “promiscu- | 


|executive v.p. and director, Guy 
_E. Wyatt, v.p. and director; 31 em- 
ployes; no stated minimum fee; 


dustrial organizations, individuals, 
associations. 


John La Cerda Agency, 1500 
‘Walnut St., Philadelphia, no 
| branches. Officers: John La Cerda, 
‘owner; six employes; minimum 
‘fee, $10,000 annually; clients— 


David L. Keith & Co., 1306 First ‘Lukens Steel, Lebanon Steel, Fair- 


‘less Hills, Drexel Institute, Penn- 
\sylvania Retail Coal Assn., Penn- 
‘sylvania Department of Labor & 
| Industry. 

| Ivy Lee & T. J. Ross, 405 Lex- 
\ington Ave., New York, no branch 
| offices. Officers: T. J. Ross, senior 
| partner, Joseph M. Ripley, John 
|L. Dupree, James W. Lee II, part- 
ners; 25 employes; no minimum 
\fee; doesn’t list clients, at least 
one of whom is American Tobac- 
ico Co. 


| Philip Lesly Co., 100 W. Monroe 


The Herbert Albers, Wisner, Nebraska remodeled an old bathroom to a new 
.. with overhead fluorescent lights, glass bricks above a square tub, a 


ge 
_. - ¢ eee eee. 


Hollywood size mirror, dressing table, and twin wash basins. 


Remodeled bath has color scheme of brown, peach and gray. 
Folding window shutters in wall-color provide privacy .. . 


and tile walls and floor are easy to clean. 


BATHROOMS ARE big... 


r 
t 


The F. N. Flanders of Keota, lowa chose 
a glass block partition, vanity tables 
before a ceiling-high, wail-wide mirror, 


and decorative tile. 


Walls of fluted glass let in light... 
Auorescent lights make shaving easier... 
and the lattice-work shelves over the 
wash basin hold plants. 


these days in the interests and plans 
of SuccessruL FarminG families .. . 
and consequently get attention on SF 
editorial schedules, And to guide our 
readers in building and remodeling, SF 
editors show actual installations of 
new bathrooms in farm homes. 


A dozen years of prosperity, plus 
electrification, have radically changed 
farm living standards and homes. . . 
have made hundreds of thousands of 
current prospects for central heating, 
fluorescent lighting...workrooms with 
automatic washers, dryers, mangles 
...modern kitchens with counter tops, 
garbage disposal, dishwasher units... 
all electric appliances... new furniture 
and furnishings. Heart States farmers 
today are one of the best markets in 
the world for home equipment. 


This magazine reaches the nation’s 
best farmers with the highest living 
standards—the 39% which earns 88% 
of US farm income. The annual average 
cash income of the SF farm subscriber 
exceeds $10,000— is more than 64% 
above the national farm average. 

SUCCESSFUL FARMING advertisers get 
deep penetration and high readership 
...influence based on more than a half 
century of service. Ina market sparsely 
covered by general media, national 
advertisers need SF to balance national 
schedules and get maximumsales. For 
the facts on today’s best class market, 
call the nearest SF office. 

MerepirH PuBLisHinc CoMPANY, 
Des Moines ... New York, Chicago, 
Cleveland, Detroit, Atlanta, 

San Francisco, 
Los Angeles. 


Advertising Age, June 8, 1953 


Off His Heaving Chest 


Wrote one p.r. man, speak- 
ing of the field’s problems: 

“A recognition, by the p.r. 
field itself, that its work lies 
principally in the field of 
communications. Not neces- 
sarily exclusively, but prin- 
cipally. The concept, fostered 
by many p.r. practitioners, 
that a p.r. man knows enough 
about sales, merchandising, 
legislation, advertising, taxes, 
unions, finances (to name a 
few management problems) . 
to permit him to advise on 
these basic problems (except 
when confined to its com- 
munications aspects) is sheer 
nonsense. There may be a 
genius around, here and 
there, who can do it, but it 
is not typical of the p.r. 
field...” 


St., Chicago, branch office at 424 
Madison Ave., New York. Officers: 
Philip Lesly, president, and Eliz- 
abeth D. Catlin, v.p. in charge of 
New York office; 17 employes; no 
fixed minimum fee; clients— 
,American Finance Conference, 
|American Music Conference, Con- 
,Sumer Credit Insurance, Ekco 
|Products Co., Evinrude Motors, 
| Hammond Instrument Co., Minne- 
isota Mining & Mfg. Co.’s graphic 
/products and automotive products 
'divisions, Nesco Inc., Outboard 
Marine & Mfg. Co., Teamakers 
'Inc., Webster-Chicago Corp. 


D. Bliss MacMaster Co., 147 E. 
62nd St., New York, no branches. 
Officers: D. B. MacMaster, presi- 
dent, A. W. Wells, secretary; two 
employes; minimum fee not stated; 
clients not listed. 


Ira Mosher Associates, 10 Rock- 
efeller Plaza, New York, branch 
office at 1511 K St., Washington. 
Officers: Ira Mosher, president, 
James M. Boyd, v.p. and treas- 
|urer; four employes; no minimum 
| fee; clients—National Assn. of 
Manufacturers, Associated Indus- 
tries of Massachusetts, Pioneer ice 
; cream division of Borden Co., Rus- 
sell-Harrington Cutlery Co., Mc- 
‘Laurin Jones, Eveready Label Co. 
i 
| Newman, Lynde & Associates, 
| 1628 San Marco Blvd., Jackson- 
‘ville, Fla., no branch offices. Of- 
'ficers: Hunter Lynde, president, 
David E. Robeson, v.p., Ronald G. 
| Sercombe, secretary; 12 employes; 
minimum fee, none; clients—lists 
' 34, all regional, topped by City of 
| Jacksonville, Florida East Coast 
| Railway, Gulf Life Insurance Co., 
|Cypress Gardens, and Jno. H. 
| Swisher & Son. 
| 
Opinion Builders Inc., 420 Lex- 
| ington Ave., New York, no branch- 
es. Officers: Robert Nathans, pres- 
ident, A. B. Daniels, secretary- 
treasurer; eight employes; mini- 
mum fee not stated; clients not 
listed, beyond the fact that they 
include companies and trade as- 
sociations. 


Pendray & Co., 55 W. 42nd St., 
New York, no branches. Officers: 
G. Edward Pendray, senior part- 
ner, Robert McDevitt and Mil- 
dred Murray, partners; 15 to 25 
employes; no minimum fee; among 
other clients: American Gas & 
Electric Service Corp., Canadian 
Westinghouse Ltd., Crucible Steel 
Co. of America. 


Public Relations Board, 75 E. 
Wacker Drive, Chicago, branches 
_in New York, Washington and 
Hollywood. Officers: Lee Schooler, 
president, Roger D. Isaacs, v.p., 
Stanley A. Frankel, v.p.; 25 em- 
'ployes; no minimum fee stated; 
|clients—Thor Corp., Cory Corp., 
Englander, Mitchell Mfg., Mare- 
/mont Corp., Harlee Mfg. Co., Gold- 
'blatt Bros., Freez King Corp., 
|H. W. Gessard Co., Tastee Freez 
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In Philadelphia nearly 


everybody reads The Bulletin 


Evening and Sunday 


ADVERTISING OrFices: Philadelphia, Filbert and Juniper Streets 


National Advertising Representatives: Sawyer Ferguson Walker Company 


Chicago 


New York, 285 Madison Avenue 


Detroit 


°¢ Atlanta °¢ 


Los Angeles 


San Francisco 
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Corp. of America, Automobile not listed; eight employes; no min- and to work in foreign markets, | 
Timing Assn. of America, H&B imum fee; policy not to list clients. and handles financial and trade | 
Machine Co., Pick Hotel Corp. Yr.in U.S. for in-Ameri- 2 
» | Charles A. Rawson & Associates, |can government epencies, PR Problems as the Field Sees Them 
K. C. Pratt Inc., 50 E. 42nd St., 223 Peachtree St., N.E., Atlanta, | The respondents in AA’s survey of public relations companies 
New York, no_ branches. Offi- no branches. Officers: Charles A. _ Ruder & Finn Associates, 32 E. felt primarily that their problems exist in four general areas, 
cers: K. C. Pratt, president and Rawson, president, Helen Bullard 68th St., New York, no branch of- here listed in order of the frequency of mention: | 
treasurer, R. M. S. Pratt, v.p. and | Charles A. Rawson Jr., James fices but maintains through a i. Ethics—or the lack of them—exhibited by practitioners. 
secretary; three employes; no. ‘Hixson, Lewiss Higgins, V.P.S, | “field publicity network” repre- 2. Problems in getting recognition for public relations work, 
minimum fee; clients—Champion | Maudelle Hinton, treasurer, and |sentatives in 165 U. S. markets. often with clients. af 
Paper & Fibre Co., American Type Annette B. Johnson, secretary; 12 | Officers: William Ruder and Da- 3. Financial problems—the difficulty in setting and getting : 
Founders Inc., Graphic Arts Cen-|employes; no minimum fee; re- vid Finn, partners; 27 employes; adequate fees. po 
ter of Columbia University, Ad-| gional accounts—Fulton National no minimum fee; clients not listed. 4. Dissatisfaction with available personnel. 1 bia 
vertising Council, and American Bank, Piedmont Hotel, Distilled Here are some quotes: ; T 
National Red Cross. | Spirits Institute, Tri-State, Gen-| Arthur H. Samish & Associates, 7 
‘eral Wholesale Co., National Dis-| 400 Montgomery St., San Fran- = Ethics: a ir 
Public Relations Institute of the |tributing Co., Dodd Distributing | cisco, Cal. Branch offices and of- “The [need] for establishment of some form of standard for 7 
West, 365 Guinda St., Palo Alto,|Co., Peachtree Sanitarium, Can-/ficers not listed; ten employes; recognition of agencies similar, in some measure, to the Four yt 
Cal., no branch offices. Officers ‘nolene, and Laurens Glass Co. minimum fee and accounts not A’s. Existing professional organizations are composed of indiv- { 
listed. Mr. Samish is a familiar iduals [largely] employed by single companies or association 
Reed-Jones Inc., 444 E. 52nd St., figure in California politics. Industry needs a guide toward pr Soe competence, rrr } 
The Words may be few New York, 19 branches 4 a Far cial responsibility, etc...such an organization would go a long ” 
but FULL of MIGHT East, Latin America and Europe.| Selyage, Lee & Chase, 1 E. 43rd way toward stabilizing a chaotic field.” | 
oe? Officers—Paul Reed Jr., Raymond |st, branches in Chicago and “One of the most critical problems at the present time is the 4 shan 
when Walk’ puts them together Dwyer, Joseph A. Jones, John| Washington. Officers: James P. adoption of the word or title ‘public relations’ by people who : 
sao Seeeet leven matin O'Donnell, F. K. Jones; 17 em-|Selvage, Morris M. Lee, W. How- do not understand its meaning...” ray 
w ALK eal prove te Secacma pong oor xa yr ae ard Chase, Samuel B. Bledsoe, “In my opinion, public relations practitioners have no major | ro 
Vv 9 'ypography : . partners; 53 employes; no mini- rok ; i ‘ i ‘* 
Se ee | pays close attention to export field,| mum fee; icaheehenmienih Rail- Serae whe antiee o seahee ah ciliaes’ ta —— i - 
way Car Institute, Carrier Corp., “To curb those who attach themselves to the field, without j - 
\ J. I. Case Co., Champion Spark qualifications, particularly the politicians in government centers t | . 
Plug Co., Diamond Match Co., who are defeated. Also the fly-by-nighters. State licensing.” 1 
| Gray Mfg. Co., Kohler Co., Match “Public relations still has an internal discipline problem.” . 
’ | Industry, National Assn. of Mar- “Lack of any real understanding of the purpose and true : 
YoU CAN T garine Manufacturers, New York value of public relations by most of the people who are using y 
| Cotton Exchange, Pan-American it...the almost complete lack of any standards by which the 
| Coffee Bureau, Potash Producers results of public relations can be gauged.” ) 
JUDGE A BOOK Committee, Pullman Inc., M. W. ate 
| Kellogg Co., A. E. Staley Mfg. * Recognition: br 
| ry bas a pecs ean ge = secs ne “Our clients seem to recognize this need only when in trouble Ps 
ssn., U. 5S. Industria emicals and are unwilling or at best reluctant to follow good practices c 
BY ITS COVER Co. (division of National Distillers consistently. . .” ’ ' . De 
Products Corp.). “Management’s consciousness, or lack of it, of p.r. needs is no 
| our basic problem.” Cc 
Lawrence H. Selz Organization, “Almost every president of a corporation now firmly believes So 
| . you can see at a glance why this 221 N. LaSalle St., Chicago, no himself to be a p.r. officer, to the detriment of his firm’s p.r. Es 
| compact counter unit does a branches. Officers: Lawrence H. relationships.” St 
‘ Selz, president and _ treasurer, Ri 
| tremendous job for GRUEN Maurice E. Collins and Gilbert H.||  # Financial: | 47 
| WATCHES at the point of sale. Fuller, v.p.s, C. Elsdon Smith, “[We] often face the problem that expenditures for public tic 
As engineered by Consolidated, this | secretary; 53 employes; $25,000 a relations still too often fall into the category of the ‘unaccus- | Jo 
| colorful display gets GRUEN year minimum fee; clients—Amer- tomed item’ on the corporate budget. As a result, it is some- | pr 
| WATCHES out of the show cases ican Academy of Pediatrics, As- times difficult to obtain adequate funds...” i dc 
bestos Cement Products Assn., “Upward revision of fees, etc.” ‘> Lt 
| and up front on counters—where | Convector Manufacturers Assn., “Difficulty in setting fees in advance.” t| W 
| they capture maximum consumer Galvanized Ware Manufacturers “Determining fair and equitable relationships between the 
attention. This counter piece really Council, Grinding Wheel Institute, amount of manpower and work required in servicing and coun- } 
| registers for GRUEN in jewelry | Kimberly-Clark Corp., General selling clients and the fees paid.” i} Ci 
I stores because it overcomes the ad Seinen, SeROORD COD. HEB ar 
: . ; tional Oak Flooring Manufactur- # Personnel: ae E: 
i average jeweler’s tendency to display ers Assn., Royal Metal Mfg. Co., “Finding and training the right kind of personnel.” of 
watches in mass, by styles, | Stone Container Co. “Competent employes with understanding of management E 
rather than by brand. problems as well as public relations techniques.” fi 
Theodore R. Sills & Co., 39 S. “Growing need for more adequate qualified local and regional lis 
LaSalle St., Chicago, branch office representation.” cl 
at 270 Park Ave., New York, 816 “Better training of candidates for jobs in public relations ra 
W. 5th St., Los Angeles. Proprie- work.” as 
torship; 49 employes; $25,000 min- “To develop a program of attracting high-quality young men : 
imum fee; lists clients generally to enter public relations as a life work...” 
as macaroni industry, tuna indus- “The severe shortage of capable and trained personnel in 3( 
try, sauerkraut industry, gypsum public relations.” ~s 
‘industry, pickle industry, paper : 
|plate industry, Radex Corp., Hoff- | th 
/man Radio Co., marshmallow ae H 
dustry, peanut end users. Smith, owner; three employes; no, ciety for Crippled Children, Shap- H 
minimum fee; clients—Baptist iro Positions Exchange. es 
Shirley D. Smith, Public Rela-'| Memorial Hospital Memphis) R 
tions Counsel, 604 Sterick Bldg.,| Street Railway Co., Crittenden S&S. C. Swanson Inc., 10 E. 44th NV 
Memphis, no branches. Shirley D. Memorial Hospital, Tennessee So- | St., New York, no branches, but i 
cl 
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oq. ALL AMBRICAN MARKET = 


| in OLD HAWAII... 1 
| Tl LEAVES (shiny, cool broadleaf) d 
was used in the home to wrap stored s 
food and to protect it from wandering 4 

| evil spirits. a 
| L 

lll ah ie | in HAWAII TODAY... 
ou have a point of sale . 

| Ber sie sithin tied te ie | an average family spends more for r 
Nie ith apts ' American foods than in 47 States.* For a 
| eee ee *. example... 97.9%tbuy WAXED PAPER — « a 
higher percentage than in Cincinnati, Seattle, Wash- $ 
ington, D. C., and other large, profitable markets. t 
Main Office ond Plont ot : " 
Carle Place, t. 1., N. Y. Many other American products, universally used c 
a dla C 0 N Bs 0 L / 0 A TE 0 | in Hawaii homes, reflect its all-American taste. , 


ie Contewte nd tampe Honolulu Star-Bulletin 


Goes into 4 out of 5 Honolulu homes 


represented nationally by O'MARA & ORMSBEE 
New York * Detroit * Chicago * San Francisco * Los Angeles 


t 1953 Consumer Analysis of Honolulu 


Lithographing ee 


* 1952 Survey of Buying Power 
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important 


GIVE 


Pebliched v0 bebe of rhe Hstiene! Bleed Program by forty Temes Bistil'ery Co 


PRECIOUS PINT—Early Times Distillery Co.,. 


a subsidiary of Brown-Forman Distillers 
Corp., Louisville, is urging liquor dealers 
to display this appeal for blood, “the most 
important pint you can give.’ Ruthrauff & 


Ryan, Chicago, is the Early Times agency. 


has representatives in other cities. 


S. C. Swanson is owner; 22 em-| 


ployes, including free lancers; $2,- 


500 minimum fee per quarter; pol-_ 


icy prohibits listing clients. 


Robert S. Taplinger & Associ-| 


ates, 608 5th Ave., New York, 
branches in Chicago,. Washington, 
Los Angeles, 
Robert S. Taplinger, president, 
Dorothy Strong, v.p.; 40 employes; 
no minimum fee stated; clients— 
Corning Glass Works, Steinway & 


Sons, American Chicle Co., Lady 


Esther Ltd., Julius Wile & Sons, 
Sherman-Ambassador Hotels, 
Ritz-Carlton Management Corp., 
4711 Ltd., Rootes Motors Ltd., Na- 
tional Assn. of Retail Druggists, 
John Cameron Swayze Enter- 
prises, Warner-Hudnut Inc., Out- 
doors of California, Courtauld’s 
Ltd., Macy’s (Kansas City) and 
Witty Bros. (Dacron). 


Winter & Winter, operates in 
Cincinnati (4100 Carew Tower) 
and in Cleveland (Hotel Statler). 
Earl J. Winter operates Cincinnati 
office as sole owner, and George 
E. Winter operates Cleveland of- 
fice as sole owner; employes not 
listed; minimum fee $100 a month; 
clients listed as industrial, corpo- 


rate, business, trade associations, 


as well as individuals. 


Hamilton Wright Organization, 
30 Rockefeller Plaza, New York, 
branches in Rome, Caracas, San- 
tiago, San Juan, Bogota. Officers: 
Hamilton M. Wright Sr., president, 
Hamilton M. Wright Jr., v.p. and 
general manager, Eugene Wright, 
.p. in charge of public relations, 
Richard Wright, treasurer, Milton 
Meade, assistant treasurer; 45 em- 
ployes; minimum fee not stated; 
clients—governments of Venezue- 
la, Colombia, Chile, Egypt, Italian 
Tourist Commissior, Economic 
Administration of Puerto Rico. 


John Orr Young & Associates, 
113 W. 57th St., New York, no 
branches. John Orr Young, presi- 
dent; number of employes not 
stated; minimum fee not stated; 
clients not listed. 


Lightolier Boosts Loebelson 


Meyer Loebelson, general sales 
manager and advertising manager 
of Lightolier Inc., Jersey City 
manufaeturer of lighting fixtures 
and lamps, has been elected v.p. 
and member of the board of direc- 
tors. Mr. Loebelson has been with 
the company for 23 years in ad- 
vertising, sales and _ production 
capacities. 


Toronto Ad Guild Elects 


J. E. Cooper, Canadian Business, 
Toronto, has been elected presi- 
dent of the Advertisers Guild of 
Toronto. Other officers elected 
are Innes M. Fraser, Imperial Oil 
Ltd., v.p.; Campbell F. Robinson, 
T. Eaton Co., secretary, and Ernest 
Lowcock, Key Advertising Service, 
treasurer. 


Ad Drive: Maloney 


Toronto. Officers: | 


Publicity Man Can | 
Help Put Over the 


New York, June 2—The pub-. 


- ‘licity man should sit in on all ad- buy, such as ma 


| vertising campaign planning. He 
|shouldn’t work under an “emer- | 
gency element” and should have) 
'the same deadlines as the adver- | 
_tising department. 


These were some of the views | 


/expressed by William P. Maloney 
in a talk to the Advertising Men’s 


|Post of the American Legion last | 
.| week. Now a public relations con- 


| sultant, Mr. Maloney was formerly 
|public relations director for Bat- 
‘ten, Barton, Durstine & Osborn. 


count executive thinks of publicity 
is when his daughter is going to 
get married or his client’s son is 
| going to get engaged,” he said. The 


“The only time an average ac- 


publicity depart 
or falls on its s 
signment, he ad . 


it then stands 
ess in this as- 


s Publicity sho 
sales tool and n 
things that an 


be used as a 


advertiser can’t 
zine covers, Mr. 


Maloney said. ther “plusses” 
gained by pub -ity include thé 
dissemination © the extraneous 


story almost 0. rnight and the 
translation of an  <dvertising theme 
into editorial c »y. 


Sales Club Changes Name 


The Milwaukee Sales Managers 
Assn. has chang: its name to the 
Sales Executives Club of Milwau- 
kee. The club is «n affiliate of the 


National Sales Executives Club. 


Lockwocd to Don Dawson Co. 


Virgil Lockwood, formerly with 
Carvel Nelson & Powell, Portland, 
Ore., has joined the staff of Don 
Dawson Co., Portland agency. 


utilize many, 


Mrs. Lawson Joins Reis 

Mrs. Phyllis Lawson has been 
appointed head of the media de- 
partment of Jack M. Reis Adver- 
tising Agency, Cincinnati. 


Bushman Joins Yardis 

Sam Bushman, formerly operat- 
or of his own publicity agency, has 
joined Yardis Advertising Co., 
Philadelphia. 
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# 57% 
| of all Quad-Citians 
Live on 


the Illinois side 


Rock Island + Moline 
East Moline 


2 
They read these newspapers: 


The MOLINE Disp 
Zhe ROCK ISLAND 74 
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F.. top sales results on the top TV 


station in Southern California, buy KNBH! 


Consult KNBH, Hollywood, or your 


nearest NBC Spot Sales Office 


regarding available 


times, 


programs and participations. 


NBC HOLLYWOOD 


KNBH Channd & 
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“HAZARDS OF HAZEL’—That’s the title of a three-act skit put on by members of 
Batten, Barton, Durstine & Osborn’s Boston staff in honor of Hazel Jenney, who re- 
cently retired after 26 years with the agency. On the left is v.p. Frank Hatch im- 
personating Miss Jenney during the ten-year period when she was account executive 
for William Carter Co. He’s talking to Messrs Marshall & Field, otherwise known 
as account executive Richard Howe and copywriter Leaming Smith. ‘ 


make it 


) ee 


AD BUDGET PANEL—How to draw up an advertising budget 
occupied this session of the Chicago Tribune’s fourth annual 
Distribution and Advertising Forum. Seated behind the mikes 
are, left to right: Thomas D’Arcy Brophy, board chairman of 
Kenyon & Eckhardt; Harold VY. Glen, sales promotion manager, 
Marshall Field & Co.; Edgar Kobak, president, Advertising 
Research Foundation; Marvin C. Lunde, Sears, Roebuck & Co.'s 


“ami Me. ty ee 


national retail sales promotion and advertising manager; S. R. 
Bernstein, editor, Advertising Age; John V. Sandberg, account 
executive, J. Walter Thompson Co.; William J. Sanning, adver- 


tising director, Kroger Co.; Henry Schachte, advertising director, 
Borden Co., and Alfred N. Steele, president, Pepsi-Cola Co. Paul 
C. Fulton (standing), Tribune retail advertising manager, opened 


the session. 


REAL PLUG—William Jameson & Co., a division of Seagram-Distillers Corp., is 
after fishermen with this window display for Gallagher & Burton blended whisky 
showing an angler about to land a small-mouth bass which has a Heddon River 
Runt lure in its mouth. G&B salesmen have been giving retailers similar lures packed 


in velvet jewel boxes to promote wider use of the new display. 


‘TIL FORBID—These are the new guiding lights of Chicago’s t.f. 
Club for the 1953-54 term. Left to right are Leonard Woods, 
Mcintyre, Simpson & Woods, director; W. F. Lipps, Hotel World- 
Review, director; Gilbert Thayer, Industrial Laboratories, treas- 
urer; George Buehler, Machinery, secretary; William O. Dan- 
nahausen, Tooling & Production, director; William S. Wade, 


Transportation Supply News, president; Jack Johnson, Adver- 
tising Requirements, director; John MacArthur, Motor, director; 
Frank Cornyn, Pit & Quarry, director; Arthur Rice, Technical 
Publishing Co., past president, and Roy Linder, Practical Builder, 
director. Roy Gurley (not pictured), Modern Railroads, was 
elected v.p. of the Chicago group. 


a ee renee since 


EXCEPTION—Pabst Brewing Co. can now claim the tallest (51) roof sign in Miami 
but only because a building code restricting roof signs to 25’ was not backed up 
with a city ordinance. Pabst can keep the sign up but the enforcing ordinance has 
now been passed. The brewer also has an unusual deal with the building owner: 
The lease says the rental will be based on Pabst sales in Miami's Dade County. 


TEA TRADERS—Two senators and two manufacturers discuss the new Tea Council 
of the U.S.A. Inc., a partnership between the American tea trade and the govern- 
ments of India, Ceylon and Indonesia to promote tea soles. In the usval order are 
Samuel Winokur, president of the Tea Assn. and v.p., Seeman Bros. Inc.; Sen. Al- 
exander Wiley (R., Wis.); Sen. H. Alexander Smith (R., N. J.), and Robert B. Small- 
wood, chairman of the Tea Council and president, Thomas J. Lipton Inc. 


commentator; Mel Allen, broadcaster of the New York Yankees; 
Joe E. Brown, newcomer to Ballantine's TV team; Mr. Baden- 
hausen; WNEW disc jockey Martin Block; Jim Woods, co-broad- 
caster of the Yankees; Henry Gladstone, WOR-TV newscaster. 


SPONSOR AND TALENT—Carl W. Badenhausen, center, presi- 
dent of P. Ballantine & Sons, played host to an impressive array 
of talent at the company’s Nework plant. His guests were Ballan- 
tine-sponsored stars. Left to right: Lyle Van, WOR-TV news 
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Three Advertisers 
Buy 8-Page Insert 
for Kitchen Pitch 


New York, June 2—Three man- 
ufacturers of kitchen equipment 
have joined in buying an eight- 


page, four-color insert in the cur-| 
rent issue of Forecast for Home | 


Economists. 

According to Forecast, the ad is 
the largest ever aimed at the home 
economics field and also the first 
time such an 
printed in full color. 

The cost is divided evenly among 
Servel Inc., Evansville, Ind., re- 
frigerator and air conditioning 


equipment manufacturer; Mutsch- | 


ler Bros., Nappanee, Ind., maker of 
cabinets and other kitchen equip- 
ment, and Cribben & Sexton Co., 
Chicago manufacturer of gas 
ranges. 


#® Cribben & Sexton includes in 
its portion of the ad a pitch for a 
mobile dishwasher produced by 
James Mfg. Co., Independence, 


Kan., which is part of a Universal | 


range setup. Cribben & Sexton also 
is the Chicago James distributor. 

In addition to copy and art con- 
centrating on specific appliances 
and cabinets, the ad contains a de- 
tailed outline of factors in plan- 
ning kitchens. 

Agencies involved are Hicks & 
Greist, New York (Servel), Juhl 
Advertising Agency, Elkhart, Ind. 
(Mutschler), and Christiansen 
Advertising Agency, Chicago 
(Cribben & Sexton). 


Catholic Press Reaches 
Over 19,000,000 People 


A total of 19,798,262 persons 
subscribe to Catholic newspapers 
and magazines published in the 
U. S. and Canada, according to the 
1953 edition of the “Catholic Press 
Directory” to be issued in New 
York this month. The combined 


circulations of 137 newspapers now | 


total 3,800,000 copies. The 439 mag- 
azines circulate to 16,000,000 sub- 
scribers. 

The figures represent an increase 
of 2,500,000 subscribers over 1952, 
and a gain of 27 publications. 


Librarians Elect Lynch 


Margaret Lynch, librarian for 
Kudner Agency, New York, has 
been elected chairman of the New 
York chapter, advertising division, 
Special Libraries Assn. Other of- 
ficers elected are Mary Anne Mc- 
Clung, The American Weekly, 
vice-chairman, and Edna J. O’Bri- 
en, Union Carbide & Carbon Corp., 
treasurer. 


Arrow Sets Foreign Drive 


Arrow International, a division 
of Cluett, Peabody & Co., plans 
an international advertising cam- 
paign for the latter half of 1953 
featuring the Arrow line of shirts, 
sport shirts, ties, handkerchiefs and 
underwear. Ads will run in local 
media in 17 countries. The inter- 
national division of Young & Rubi- 
cam, New York, is the agency. 


Newspaper Liquor Ads Slip 


Liquor advertisers spent $32,- 
557,000 in newspapers in 1952, a 
drop of 4.3% from the $34,003,000 
expended in 1951, according to the 
Bureau of Advertising, ANPA, 
New York. The loss, the bureau 
noted, was “considerably less than 
the decrease in liquor advertising 
as a whole and in other major 
media.” 


Seiterth to Jaeger & Jessen 


Joseph M. Seiferth, formerly ex- 
ecutive director for Chicago Un- 
limited, non-profit organization to 
promote Chicago broadcasting tal- 
ent and facilities, has been ap- 
pointed promotion and publicity 
director with Jaeger & Jessen, Chi- 
cago agency. 


Sherrer Named Reinecke Exec 


John Sherrer, 
with Reinecke & Associates, Chi- 
cago industrial design organiza- 
tion, has been appointed an asso- 
ciate. 


insert has been) 


for four years’ 


| Simmonds Opens in Memphis 


| Simmonds & Simmonds, Chicago 
‘agency, has opened a southeastern 
divisional office and Memphis 
branch office in the 81 Madison 
Bldg. Maurice Marshall, agency 
account executive, has been pro- 
moted to v.p. and divisional man- 
ager at Memphis. J. Horace Pick- 


| ager of the Memphis branch office. 


BBDO Elects Hesse V. P. 
William R. Hesse has been 
'elected a v.p. of Batten, Barton, 
Durstine & Osborn, New York. He 
joined the agency in 1948 as an ac- 
count executive in the Pittsburgh 
office. The following year he came 
to New York, where he has been 


account supervisor for several ac- | 
|of KNBC, San Francisco, succeeds 


counts. 


Cole Starts Canadian Drive 


| Cole of California, Los Angeles, 
|is promoting its Cole Originals in 
| selected dailies from Montreal to 
| Vancouver in addition to using 
| space in two weekend newspapers. 
|Cole promotion in Canada is di- 
rected from the Toronto office of 
Spitzer & Mills Ltd. 


ett has been named v.p. and man- | 


Cole Appointe Olin Ad Head 

Robert C. Co’. tormerly v.p. in 
charge of the N \ York office for 
Grant Advertis  < Inc., has been 


appointed adve’ sing and sales 
promotion man er for Olin In- 
dustries Inc., E..: Alton, Ill. Mr. 


Cole succeeds 1 C. 
has resigned. G 
R. Vogel, forme 
national Sales 


Cronin, who 
nt has named C. 
y v.p. for Inter- 
Service Inc., to 


succeed Mr. Col. 


Free & Peters Names Two 


William A. M rrison, San Fran- 
cisco manager {vr Free & Peters, 


radio and tele\ision representa- 
tive, has been }:omoted to head 
of radio spot s.les in the com- 
pany’s New York office. Tom 
Boise, formerly on the sales staff 


Mr. Morrison. 


Schuepbach Joins Lithotype 


Jerry Schuepbach, formerly an 
account executive with Long Ad- 
vertising Service, San Francisco, 
has been named director of the 
sales and service department for 
Lithotype Process Co., San Fran- 
cisco, a new post. 


Vanguard Names de Garmo 
Vanguard Corp., Chicopee, Mass., 
manufacturer of inflatable toys, 
has appointed de Garmo Inc., New 
York, to handle its advertising, 
merchandising and public rela- 
tions, effective July 1. Media will 
include direct mail and trade and 
consumer publications. : 


tee 
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SIGNS OF LONG LIFE* 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 
Division of 
* Manvfecturing Corporation 
900 Kibby St., Lime, Obie, U.S.A. 
"Trademarks Reg. U.S. Pet. Of. 


picked audience* of men 


buy what they sell. 


* 296,822 ABC net paid, Dec., 1952 


Not that we’re high hat, :.: 


... you can't become a subscriber to The Rotarian unless 
you're invited. And you have to measure up to some stiff 
requirements. For instance ... you have to be a company 
official, an owner or partner, or an upper bracket 
executive. Advertisers in The Rotarian reach a hand- 


who have what it takes to The 


35 € 


Rotarian 


_ WACKER DR 


. CHICAGO F, the 


acs 


|ATTAG iS 


LIKE CALIFORNIA WITHOUT THE 


_— 


BILUON DOLLAR VALLEY OF THE BEES 


When you plan your sales attack in California, don’t overlook 


the Billion Dollar Valley of the Bees. This big inland 
market has more buying power than San Francisco and Oakland 
combined. So make sure your schedule includes the Valley’s 
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‘Washington News’ Replies 
to Critic of Ad Statements 


To the Editor: The letter from. 


George Titus of the Washington 
Times-Herald, published in the 
May 25 issue of ADVERTISING AGE, 
interests me for several reasons. 

Mr. Titus says the Times-Herald 
has not discontinued its afternoon 
editions. He maintains the Times- 
Herald remains an all-day news- 
paper. 

Normal designation of a news- 
paper as “evening” is one that has 
afternoon editions on its publica- 
tion day. The Times-Herald used 
to have them. It doesn’t any more. 

Furthermore, in many cities, a 
paper is called an “evening” paper 
if it has home delivery in the after- 
noon. The Times-Herald used to 
have that, too. But on April 27 it 
discontinued all afternoon home 
delivery. It hasn’t got it any more. 

In fact, the Times-Herald’s sole 
claim to being an “all-day” news- 
paper rests on two late afternoon 
“pre-date” or “bulldog” editions. 

In order to help Mr. Titus get 
unconfused, it would perhaps be 
helpful if he would communicate 
with executives of the Chicago Tri- 
bune, a sister McCormick news- 
paper with a late afternoon “pre- 
date,” just about like the Times- 
Herald’s “bulldog.” He will find 
that Col. McCormick’s other paper 


We produce the 
UNITS and METAL PARTS plus 
IDEAS ond WORKING MODELS 


THE AMERICAN DISPLAY CO.) oavron 2 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome 


calls itself a “morning” newspaper. 


cuss Mr. Titus’ 
| Washington Daily News publishes 
88% of its editions before 1 p.m., 
because this notion is based on the 
patently fallacious idea that it is 
possible for us to print 86,250 
copies, starting at 12:32 p.m. and 
finishing before 1 p.m. Our press is 
good, but it ain’t that good. Actu- 
ally, this initial press start, al- 
though the only one listed in the 
early afternoon (in conformity 
with ABC practice) represents our 
“Blue Line” street sales edition, 
and is followed at 1 p.m. with our 
“Suburban Home Edition” of more 
than 30,000, and at 2 p.m. with our 
“Final Home Edition” of more than 
50,000. Incidentally, this practice of 
“lumping” all mid-afternoon edi- 
tions together at the first press 
start time is the same as was feol- 
lowed by the Times-Herald in its 
last ABC statement. For instance, 
one of its editions (now discon- 
tinued, and deader than a door- 
nail) was listed as starting at 12:17 
p.m. with a press run of 57,300 
copies. 

The emphasis which Mr. Titus 
has placed on our designation of 
the ABC city zone as the “primary 
| Washington market” strikes me as 
‘far fetched, but since the subject 
| has come up, let’s dispose of it. 
| The Washington Daily News did 
‘not set up this area. It has been 
officially defined by the Audit 
Bureau of Circulations as the 
“Washington city zone.” 

Now let’s see what the News- 
Star evening combination coverage 
is in both this ABC-defined zone 
and in the metropolitan area which 


| Mr. Titus mentions. (Incidentally, 
oo = |'in our ad, we used the last ABC 


“Newark is a 


manufacturing center and food 
merchandising area. You'll 


love our plastic jam.” 


Nwarve Tous 


Doidy ance Sundon 


Represented nationally by O'Mara & Ormsbee, Inc 


top chemical 


NEWARK, NEW JERSEY 


It hardly seems necessary to dis- 
claim that the. 


| 


publishers statements [yellow] of 
September, 1952. Mr. Titus uses the 
ABC audited reports [white] of 
September, 1952. However, we'll 
cheerfully use his source. It actu- 
ally changes the percentages in 
favor of the News-Star combina- 
tion.) 

In the ABC city zone, the News- | 


, Saying about their various brands 
of firewater so we might try to) 


find a better way of saying it for 
our prospective client. 

For what it might be worth, 
here’s a one-man theory on Mr. 
Baker’s puzzler: 

In studying the Old Forester ads, 
I noticed that the paramount im- 
pression they inevitably try to get 
across (and apparently succeed 
fairly well in doing) is one of qual- 
ity. Although the backgrounds and 
illustrations vary from ad to ad, 
they always seem to give the single 
impression that this is a quality 


Star combination has a total even- | whisky. The subject matter, the art 
ing circulation of 327,026 copies. treatment, even the fairly constant 
This gives a 94.7% coverage of the| use of an orchid all aid in sub- 
345,491 “households” (1950 Census | consciously planting that idea in 


of Occupied Dwelling Units). 

In the metropolitan area, the! 
News-Star combination has a total | 
evening circulation of 367,270) 
copies. This gives a 90.7% cover-| 
age of the 405,108 “households.” | 

All of this is, we gladly admit, | 
statistics. But, in the absence of 
reliable duplication studies, it’s the. 
only picture we, or any newspaper, | 
can give. We think, however, it is} 
safe to believe that the two evening | 
newspapers with almost identical 
press times, would afford the ad-, 
vertiser the minimum of duplica- 
tion, 

Let me again point out that Mr. | 
Titus strongly intimates that the) 
Times-Herald has not discontinued 
its main afternoon editions, includ- 
ing afternoon home delivery. IT 
HAS! 

However, Mr. Titus apparently 
agrees with us on one point: he 
did NOT dispute the primary 
premise of the Washington Daily 
News’ ad of May 4; namely, that 
Washington is predominantly an 
evening newspaper market. 

JOHN V. Warts JR., 
Promotion Manager, the 
Washington Daily News, 
Washington, D. C. 


New Name—'New Laurels’ 


To the Editor: The section head, 
Department of Boasts and Claims 


/ently begin to automatically asso- 


‘is what happened: 


the reader’s mind. Although no 
single art device or treatment is 
used constantly (with the excep- 
tion of the orchid) they all seem to 
achieve the same end. But here’s 
the big important thing: every Old 
Forester ad inevitably has either a 
big bottle or a large logo promi- 
nently displayed. In other words, 
although the “quality” idea may be 
put across in an insistent whisper, 
the name Old Forester leaps off 
the page. In short, after viewing a 
series of these ads, readers appar- 


ciate Old Forester with quality. 
Now in the Walker De Luxe ads, 


which feature the smiling Negro)” 


butler, the butler himself is the 
personification of quality, hospi- 
tality, etc., and is repeated in every | 
ad. The brand name is not as| 
prominently displayed as it is in | 
the Old Forester ads, and appar- 
ently the tie-up between “mes-| 
sage” and brand doesn’t get across | 
as well. Although the butler is| 
probably more effective as a single 
device, his very repetition seems 
to focus all the attention on him 
instead of on the brand. As a result, 
the subconscious quality impact 
of these ads ties itself up to the 
butler, instead of to the brand. 

In short, it looks to me like this 


Walker De Luxe did a superb 
job of associating the idea of qual-. 


in the column, Along the Media |ity with their butler (or trade 
Path, seems a bit rough on the Character, if you prefer). 
publications finding themselves) Old Forester did an equally) 
therein, particularly if the fine Superb job of associating the idea 
points of definition are considered. Of quality with their brand name. | 

To quote Webster’s New Colle-| The result in the minds of the’ 
giate, Page 95: “Boast, the general People questioned was apparently 
term, usually imputes exaggera- very simple: They associated the 
tion, ostentatiousness, or vainglor- | first quality character they thought 
iousness to the one who vents his Of (the butler) with the first qual- 


price. ..”; Page 219: “Claim implies | 
the delivery or concession of some- | 
thing due one as one’s own, one’s 
right, or the like...” 

Might I suggest something along | 
the lines of “Let’s Look-at the 
Records” as a substitute for a sec- 
tional head which I feel leaves 
much to be desired in the choice | 
of words? 


JAMES C. KINKAID, 
Executive Editor, Jobber 
News, Cleveland. 


New Name: New Laurels De- 


partment. 
2 ° » 


Offers Theory on Association 
of Liquor Brand Names 

To the Editor: I was very in- 
trigued by Mr. Baker’s letter in 
the May 4 AA because of some re- 
search I’d done recently on liquor 
advertising as a whole. As you re- 
call, Mr. Baker was rather puzzled 
by the unconscious association in 
‘some people’s minds between the 
| brand name “Old Forester” and the 
trade character used in advertising 
/Walker’s De Luxe (the smiling 
Negro butler). He wondered why 
people tied up one brand’s charac-_ 
ter with another brand’s name. 
Or, as he so succinctly put it: | 
| “How did Old Forester get into the 
| act?” 
| The research I mentioned shove! 
‘consisted of a rather thorough 


‘study of all liquor advertising be-. James M. LeGate, General Manager 


5,000 WATTS - 610 KC - NBC Affiliate 


cause of a pitch we were making 
for a liquor account. I was trying 
to find out just what the boys are 


Tee Ech hae ee 
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ity brand name they thought of 
(Old Forester). As a result, they 


‘thought the butler advertised Old 


Forester. 

As I said before, this is just a 
one-man theory, and it’s more than 
possible that I’m wandering around 
out in left field. It isn’t intended 
as a criticism of either agency— 
in all probability, both accounts 
are handled by writers getting 
three times my salary. And cer- 
tainly neither of them could have 
foreseen what happened, if indeed 
it did happen. However, if I’m 
right, it looks like the Old Forester 
boys are getting a free ride some 
place, but just exactly where is 
anybody’s guess. Maybe the moral 
is to be sure your brand name is 
printed in 72-point type. 

At any rate, it’s rather interest- 
ing, isn’t it? 

W. G. JANSEN, 
Itasca, Il. 
* e 
Rochester Bank Starts Series 

To the Editor: Enclosed is a 
proof of an advertisement recently 
run in the Rochester, N. Y., papers 
by our client, the Union Trust Co. 

I believe it is an outstanding 
piece of copy. Most advertisements 
for drives of this type seem to be 
either the repetition of a tired slo- 
gan or sorry attempts to write 


Who makes the wheels go ‘round ? 
a ob 


te Ro Camsty Ca! me Swe Sle a ee sane 


Meme pe 


pte Sea Sores 
+ Gaited 


tear-jerking copy. This advertise- 
ment has a simple dignity and a 
forceful presentation. 

The copywriter was Ruth Nik- 
rant of this agency. Victor Boero 
was the artist. I am account ex- 
ecutive. Charles F. Seuffert, vice- 


Weve about forgotten 
what a “season” is! Oh, 
sure, we know there’s 
Spring and Summer... Fall 
and Winter. But, today’s 
great big Miami blooms and 
booms almost the same the 
year ‘round! Just ask our 
Rep, your Hollingbery Man. 


Ask him too, why it's 
consistently WIOD with 
the Local Boys! 


af 


National Rep., George P. Hollingbery Co. 
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president and trust officer, is in, 


charge of the bank’s advertising. assisting employes into a satis- tion-for-retirer: ‘' program. In likea copy of the attached booklet: 


ffice, they now “Most Employes are Afraid of Re- 
of a series designed to establish shrugged off by industrial manage- present a subsci__‘ion to each per- tirement,” he may write me at 


t in their “semi- 27 E. 39th St., New York 16, N. Y. 


This advertisement is only one 


the Union Trust Co. as a friendly | 
and understanding place to bank. | 
We are using an unusual indirect | 
approach in all these advertise-. 
ments, and I would be delighted to! 
send you some reprints if you are 
interested. 


GeEorGE M. ANGLE, 
Charles L. Rumrill & Co., Ro- 
chester, N. Y. 


‘American Aviation’ Sets 
the Record Straight 


To the Editor: In the article 
about Tom Haire on Page 73 of 
your May 18 issue, there is an er- 
ror of fact which I’m sure you will 
want to correct. 

Tom Haire did not start Ameri- 
can Aviation, as the article states. 
American Aviation was founded 
(1937) and has been owned con- 
tinuously by American Aviation 
Publications, Washington, D. C. 

Several years ago we purchased 
from Haire Publishing Co. the 
Haire magazine Airports & Air Car- 
riers and absorbed this publica- 
tion into our American Aviation. 
As part of this deal we also ac- 
quired rights to the trade names 
Airports, Aviation Equipment, The 
American Pilot, Aviation Sales & 
Service, U.S. Aviation and Ameri- 
can Airports, which were then 
owned by Haire Publishing Co. 

We have the greatest regard for 
Haire Publishing Co. and especial- 


ly for our good friend Tom Haire, 
new ABP president, and I’m sure | 
he would be the last to claim cred- 
it for starting what we naturally 
consider to be the finest aviation 
magazine in the world—American | 
Aviation, 
WAYNE W. ParrisH, 
Editor and Publisher, Ameri- 
can Aviation, Washington, 
a. ¢, 
* * 2 


For the Record 

To the Editor: I have read with 
interest a letter from Alfred H. | 
Edelson, appearing in your May) 
11 issue, captioned “Claims First. 
for Draft Flavor in _ Bottles 
Theme.” 

As a matter of possible interest, | 
I enclose proof of ad captioned 
“The New Acme beer in cans is 
the nearest thing to Draught beer 


FREE ! ron cauwoemans omy | 


OVER $3000 PRIZES 


I’ve ever tasted.” A series of such 
ads appeared in the early sum- 
mer of 1949, as part of a campaign 
conducted by Pacific Can Co. of 


San Francisco. 
Just thought you might like to 
know. 


C. ALLAN CAVEY, 
Assistant Director, Promotion 
Advertising, Bohemian Dis- 
tributing Co., Los Angeles. 


Increasing Interest Shown 

in Employe Retirement Plans 
To the Editor: I will agree to a 

certain extent with Robert New- 

comb and Marg Sammons (AA, 


2 haan Eg eon ene 4 


April 20) that “the problems of} mentary value »© their 


factory retirement has been largely |the New York 


ment.” However, it has been | son who takes y) 
gratifying to me in my work as nar” course of i 
retirement programs director of tion. 

Among other 


‘irement 


Lifetime Living, to find the in-| 
creasing number of executives who we know are 
are giving a good deal of attention | approach to re rement 
and study to this problem. | (they are using Lifetime 
Our concern in this matter stems | are: Mutual Ber fit Life I 
from the fact that our magazine is|Co., Monsanto 
geared to the interests and prob-|Chicago Rawhie Manu 
lems of later years and is dedicated Co., New Jers: Power 
to helping people prepare to live Co., Wisconsin Public 


king a 


more useful and happy lives after |Corp., Natural Gas Pipeline Co. gencies (J. Walter Thompson Co.), 


retirement. We believe that if!) of America, Me\ropolitan 
plans are made in advance, the District, Bell 
retirement shock becomes negli-|Penn., American Mutual 


ompanies which 


Chemical Co.,| spect to the fine reporting of one 


prepara- 


If any of your readers would 


prepara- BARBARA B. FREDERICK, 
Retirement Programs Director, 
Lifetime Living, New York. 
positive | ° e e 
planning | 


Living!) Turns Out It's Old Stuff 


nsurance| To the Editor: With all due re- 


facturing | of the greatest advertising publica- 
& Light | tions (Apvertisinc AGE) and one 
Service|of the greatest advertising a- 


Utilities | both are at least 11 years behind| 


Yelephone Co. of| the times. I refer to the article on| 


Liability |The town crier has made an elec-| 


gible; but if one drifts until faced Insurance Co., Teachers’ Insurance | tronic comeback in Brazil” in the 


with the day the gold watch is & Annuity Assn of America, Car- 
presented, the adjustment is more | son Pirie Scott & Co., E. R. Squibb 


difficult. 


May 11 issue. 
In 1942 I started my overseas 


& Sons, Container Associates Inc. | duty with the Army Air Force in 


The Esso Standard Oil Co., as; There are numerous other com-| Natal, Brazil. As a former agency 


your correspondents mention, has| panies which 
pioneer jobs in this field. It is of 
real satisfaction to us that they feel that this will eventuall 
that Lifetime Living has a supple- | widespread as pensions. 


_are considering a man, I was interested in the media 
indeed done one of the outstanding | program of retirement preparation| used in a 


foreign country. 


and there is no doubt in our mind /Throughout the various smaller 


y be as cities of Brazil, where we main- 
tained bases, there was really only | 


one strong medium. The loud 
speaker in the city square. 

I was informed, by the local cit- 
izens, that this medium of adver- 
tising had been in operation for 
many years and was well estab- 
lished and recognized by local 
advertisers. 

I don’t believe they granted 
recognized agencies the usual 15%. 

R. J. BurRKE, 

R. J. Burke Advertising Inc., 

Dallas. 


es 
STEIGERWALD 


GOLD AND SILVER 
EMBOSSED SEALS 


Square or die cut, distinctive 


shapes, single of multi-colored 
CONTINUOUS ROLL LABELS 


Ungummed, Gummed, Pressure sensi 
tive and Heat seal stock 


LABELS | 


110 W VAN BUREN. CH 


FACTORY AND 
GENERAL OFFICES 
110 STATE STREET 


wesTeury. ttn Y¥ 
WEsteury 7-2886 


. 
SHOWROOM 


171 MADISON AVENUE 
NEW YORK 16. §. ¥. 
MURRAY WILE 9.3030 


Richard A. Hoefer, Publisher 
WOE PEAUTIFUL Magazine 
572 Madison Avermme 
New York 22,New York 


Dear Mr. Hoefer? " 
jar with the 
almost unknown company 
we now enjoys This growth has 
convinced that an important 
Wrowth has been the fact that we have 
HOUSE BEAUTIFUL. 
Fortunately for us we learned car 


ook. 
people who buy; not just lool’ 
pa, ox editorial leadership 


contribut 


in an 


they believe 


found in ay 
Very sincerely, 
WOLLA, INC. 
Otto W.Molla 


Vice - 
omiaw 


motia 


of our firm from 6 emall, 


famil: growth importance, which 
I believe you are to @ position of or the past few years. 


advertised consistently in 


Perhaps bmg s. Your 


tern . ’ 
significant — ig ae on ie why HOUSE BEAUTIFUL 
courageously, they report what they see in 


jon to our exciting 


MOLLA, INC. 


ability to recognise snd 


HOUSE BEAUTIFUL. 


few short years. More evidence 
that it pays to be a regular 


has mushroomed from “nowhere” 
to national prominence in the 
furniture field, in the course of a 


House Beautiful advertiser! 


S 


* delivers most sales action per copy 
* sells both sides of the counter O 


use 


Beautifu 


572 Madison Avenue, New York 22, N. Y. 
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This Week in Washington... 


Retailers Fret Over a Duty Problem 


By Stanley E. Cohen 
Washington Editor 


WASHINGTON, June 4—The 
American Retail Federation has 
warned members of Congress that 
a proposal to relax customs duty 
restrictions on low-price imported 
goods might lead to a flourishing 
mail order business in foreign 
merchandise. 

Currently, parcels valued at $1 
or less may be imported duty-free. 
But as part of a comprehensive | 
customs simplification program— 
widely supported by business— 
the Treasury has argued that the 
government loses money when it 
attempts to collect customs on 
parcels valued at less than $3. 

In opposing the change in ex- 
emption, the federation points out 
that the law applies to value at 
wholesale in the land of origin. | 
Considering the differences in| 
currency value, and the avoidance | 
of excise and sales taxes, the new | 
exemption would mean that im-| 
porters could offer thousands of | 
items which ordinarily retail at | 


ROSKAM 


For LISTS, DIRECT MAIL, MAIL ORDER ADS | 
We've got the listse—the know how—mail pro- 
grams pianned, created, completed. Cut costs, | 


$10 to $12 in this country, 
federation says. 


the 


items like jewelry, luggage and 
toilet preparations, where the im- 
porter would escape the 20% 
federal excise tax, and for small 
electric appliances, sporting goods, 
cigaret lighters, pens and pencils, 


and many other items which—if | 


manufactured here—would be 
subject to a 10% to 20% manu- 
facturer’s excise tax. 

“This exemption provision 
would be a cordial invitation to 


foreign manufacturers and pro-| 


ducers to advertise extensively in 


our newspapers, magazines, radio 
/and by direct mail that their prod- 
‘ucts can now be obtained duty- 


free,.excise tax free and sales tax 
free,” the federation told mem- 
bers of the House ways and means 


‘committee. 


“Since the American public is 
always quite conscious of any 


‘chance to buy an article at a re- 


duced price, particularly if the 
reduction is caused by the elim- 
ination of a tax, a new import 
business would mushroom to im- 
portant proportions almost over- 
night, with a substantial loss to 
the Treasury, not only in customs 
duties and in internal revenue, 
but also in excise taxes and state 


The advantage. 
would be particularly marked for | 


|the 424,000 corporations with tax- 


| 


increase pull. avoid mistakes and headaches. 
WRITE OR WIRE TODAY! e * e 
©. H. ROSKAM, ADV., 1430 Grand, K.C. 6, Mo. 


and municipal sales taxes.” 


What will 


the elimination of 


the excess profits tar mean to 
advertising? That’s a question 
which each individual company 
must decide on the basis of its 


own sales and public relations, 


programs. 

Perhaps some companies have 
been engaging in frivolous ex- 
penditures in a thinly disguised 
effort to get rid of thin dollars. | 

On the other hand, it is sober- 
ing to find that less than 12% of 


j}able income in 1950 were in the 


excess profits tax brackets, and— 
according to Treasury Secretary 
|George Humphrey—the percent- 
'age was even smaller in 1951. 
While the excess profits tax) 
falls most heavily on growing) 
|companies, the Treasury found that 
|89% of the liability was carried 
| by corporations with net incomes 
in excess of $250,000. 


e ~ | 
Postmaster General Arthur | 


ne has moved to meet | 
‘one of the complaints that busi- | 
| ness men have directed at the Post | 
| Office Department—failure to | 
provide an adequate supply of call | 
boxes, lock boxes and drawers. 
In recent years lock boxes have 
| been almost unobtainable in many 
| post offices, despite a rising de- 
| mand from businesses which find 
| it expedient to pick up their mail 
\four or five times a day. 
While the department is plan- 
/ning to install more boxes, it has 
also raised the box rentals 33% 
to 50% beginning July 1. Rentals 
‘are in 11 price groups based on 
local post office receipts. Even 
‘though basic rental rates have 


| 


“I! DREAMED maidenform WAS THE 
PREFERRED BRAND® IN ST. PAUL” 
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That's no dream, Mister . . . it's a fact! In the thriving St. Paul 
market, where 86.1% of the women are brassiere buyers, Maidenform 
acceptance has surged out front with 18.5% preference, as compared 
with 13.8% preference a year ago, according to the 1953 Consume: 
Analysis Survey. 

And it can hardly be called a coincidence that these figures started 
their rapid upward swing following an intensive advertising campaign 
in the St. Paul Dispatch-Pioneer Press in which Maidenform ran 800 
line ads each week for 17 weeks between June and September, 1952. 

Here is the St, Paul brassiere story as revealed by the Consumer 
Analysis Survey: 


CUSTOMERS BRAND PREFERENCE IN ST. PAUL 


1953 1952 1951 1950 
Maidenform ...... 18.5% 13.8% » 11.2% 7.8% 
EE «<5 6's a 6 « 14.7 16.2 16.8 17.6 
8 . 8.8 8.8 9.6 8.7 
I ek ares we 6.6 8.0 9.0 9.0 


For the complete story of buying habits and customer preferences 
for hundreds of major products in the prosperous, vital St. Paul “half” 
of the Twin City market, the 1953 St, Paul Consumer Analysis Survey 
is invaluable to national advertisers. If you desire a copy, contact 
your Ridder-Johns representative or write Consumer Analysis, Dept. B. 


Representatives 
RIDDER-JOHNS, INC. 
NEW YORK 
CHICAGO 
DETROIT 
MINNEAPOLIS 
ST. PAUL 


m PAUL 


DISPATCH 


EER PRESS 


Pat « 
— eS” Tay 


‘been unchanged since 1907, rental 


‘rates at individual post offices 
‘have increased as local postal 
|revenues grew. 

* * * 


Some members of the Federal 
'Trade Commission are expressing 
'skepticism about the negotiations 
currently under way to establish 
‘a “liaison” between the commis- 
‘sion and the American Assn. of 
Advertising Agencies and Assn. of 
National Advertisers. 

As public officials, they are 
‘sensitive to the criticism which 
‘has been directed at the commis- 
sion for holding secret meetings 
with a picked handful of lawyers 
‘and trade association executives. 

One commissioner commented 
this week: “Perhaps there is some- 
thing in this for the members of 
our staff, but as far as the com- 
missioners are concerned, I don’t 
see how anything worth while can 
develop.” 

+ * . 

The President’s Council of Eco- 

‘nomic Advisers is to come back 
stronger than ever. 
On the basis of studies which 
have been made since the Repub- 
/licans took office, President Eisen- 
hower has notified Congress that 
the three-man council is to be 
re-established, to keep the Presi- 
‘dent informed of developments 
/which may impair the nation’s 
economic stability. 

“It is well that Congress has 
|declared in the Employment Act 
of 1946 the continuing policy and 
responsibility of the federal gov- 
ernment to coordinate and utilize 
all its plans, functions and re- 
sources for the purpose of creating 
and maintaining, consistently with 
free competitive enterprise and 
the general welfare, employment 
opportunities for all,” the Presi- 
dent said. 

Outlining the additional duties 
of the new council, he explained 
that “because of the complexity 
of our economy and the variety 
of views regarding its problems, 
I shall expect the new Council of 
Economic Advisers to seek ad- 
vice energetically, not only from 
the government, but also from 
representatives of industry, agri- 
culture, labor, consumers and 
other groups concerned with eco- 
nomic matters, from representa- 
‘tives of state and local govern- 
‘ments and from universities.” 


Advertising Age, June 8, 1953 
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REALLY COMPETING—Vying for readership in the May 30 Saturday Evening Post 
are these two spectacular sunglasses ads. Wonder which will get most readership. . . 
At left is Bausch & Lomb Optical Co.'s page, a rare combination of b&w cartoon, 
full-color illustration and editorial-type layout, placed by Batten, Barton, Durstine 
& Osborn, Buffalo. At right is a b&w Willson Products ad giving the number of sunny 
days in each state, which was handled by Beaumont, Heller & Sperling, Reading, Pa. 


New Book Prints 67 
| Robert G. Hill, advertising man- 


- | 
_ager of the Columbia-Geneva di- 
Lettering Alphabets | vision of United States Steel, San 


NEw York, June 3—Studio Pub-, Francisco, has been elected pres- 
lications Inc. has composed and ident of the Northern California 
published a book of specimens Industrial Advertisers Assn. Other 
for lettering artists. | officers elected are Gerald F. Now- 

Titled “The Studio Book of ell, Bob Wettstein Co., and Walter 
Alphabets,” ($2), the 72-page Boland, Walter Boland Associates, 


: ' v.p.s, and J. Leslie Meek, McDon- 
guide contains 67 complete alpha- ald-Thompson, secretary-treasurer. 
bets, including in most cases small 


letters and numerals. Several of Frank Ennis Adds Duties 
the hand-drawn specimens, in- Frank S. Ennis, director of ad- 


Industrial Admen Elect 


cluding unusual ones by Mark F. 
Severin and Tommy ‘Thompson, 
are reproduced for the first time. 


INSTITUTIONAL VIEW 
OF MARKET OUTLINED 


New York, June 2—McGraw- 


lished 
“Marketing: An Institutional 
Approach” by Edward A. Duddy 
and David A. Revzan, a revision 
of the 1947 edition of one of the 
basic texts in its field. 


zation of society to carry on mar- 
keting transactions. The second 
edition includes in its revisions 
material from the 1948 Census of 
Business. Major marketing func- 
tions and structures are analyzed 
with a view that the economic 


tioning through a variety of mar- 
distribution. 


system through means of prices, 
consumers, management and gov- 


ing as a function of marketing 
ing area operations also are cov- 


ered. 
Price of the 644-page book is $6. 


Hill Book Co. last month pub-) 
the second edition of. 


The book presents a compre-,| 
hensive description of the organi- | 


order is an organic whole func-. 
keting structures in a process of. 


Coordination and control of the 


ernment are outlined. Merchandis- | 


strategy and intra-city retail trad-| 


_vertising and publicity for America 
|Fore Insurance Group, New York, 
_comprising five insurance compan- 
‘ies, has been promoted to secretary. 
|Mr. Ennis will continue at his reg- 
ular post. 

| 


| Kroehler Acquires Brenner 


Kroehler Mfg. Co., Naperville, 
Ill., furniture manufacturer, has 
purchased the principal assets of 
|'Wm. Brenner Furniture Corp., 
| Kenia, O. 


-BBDO Gets Cosmetics Line 


Consolidated Cosmetics, Chicago, 
has named Batten, Barton, Dur- 
stine & Osborn to handle adver- 
tising for its Lanolin Plus cosmet- 
ics. 


| DERUS ASSOCIATES 


The Leader in Rapid Production 
and Effective Distribution of 
Radio Releases and News Mats 


Home Office 
420 N. MICHIGAN 
CHICAGO 11 
Phone SUperior 7-4360 


Annual Report 
Advertisements 


ia 


Cover Designs 


Ay 


Thirteenth ~Annual Report Survey 


Conducted by 


FINANCIAL WORLD 
Qualifying 


| 
| 1 * Round 


ANNUAL REPORT 
SURVEY NUMBER 
* July 1, 1953, Issue of 
FINANCIAL WORLD 
Advertising Forms 
Close June 22nd 


Bronze 


Oscar of Industry 


Directed by 
WESTON SMITH 


Final 


* Awards 


Oct. 28, 1953, Issue of 


Advertising Forms 


- Silver - Gold Close Oct. 19th 


TWO OUTSTANDING ISSUES FOR NATIONAL ADVERTISERS 


Extra Circulation—Top Management Readership—Long Reference Value 


WRITE: Folder Explaining Competition, Entry Forms for Qualified Annual Reports, Advertis- 
ing Space Schedule and Rate Card Available from FINANCIAL WORLD, 86 Trinity Place, 


New York 6, N. Y. 


Closing Date of Competition for 1952-53 Annual Reports: Friday, June 19. 


Meeting Minutes 


ANNUAL REPORT 
AWARDS NUMBER 


FINANCIAL WORLD 
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lf you warit to make 


your dealers happy 
in Washington, D. C. 


advertise your products in 


oe 


The Washington Star 


—the newspaper that always brings them 
the BEST RESULTS and gives you the 


Lineage used by national 
and local advertisers 
in Washington newspapers 


during 1952 
STAR 42,494,020 
POST 24,903,242 


TIMES-HERALD 22.791,200 


NEWS 11,550,248 


Best Merchanding Service 


YOUR WASHINGTON DEALERS live here, do business here 
and know the local newspaper situation intimately. Their 
appraisal of the pulling power of Washington newspapers is 
based on a study of results over a long period of time. Experience 
has taught them that The Washington Star does the best selling 
job in town throughout the year. Incidentally, we’ve just added 
something new to our established merchandising service for 
advertising agencies and advertisers. It is a plan that was origi- 
nally devised to improve and promote cooperation between a 
manufacturer and his Washington distributor. We’ve put it into 
practice on numerous occasions and it always works like a charm. 
For further information write or call Wesley G. Hanford, 
national advertising manager. 


In Washington, the overwhelming preference is for an Evening Newspaper 


The Washington Star 


WITH SUNDAY MORNING EDITION 


WASHINGTON, D. C. 


Represented nationally by: O'Mara and Ormsbee, Inc., 420 Lexington Ave., NYC 17; The John E. Lutz Co., Tribune Tower, Chicago 11. 
Special Florida Representative: The Leonard Co., 311 Lincoln Road, Miami Beach, Florida. : 
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Paris is a very busy capital these days. It is the capital not only of France 
but of the many movements that seek to unify the European community. 
European unity is vital to the defense of the Western world. Paris is an 
important capital for Americans. 


Yet the chances are that an American taxpayer visiting Paris, even during 
an important international conference, would hardly know more about 
what is going on there than if he had stayed in New York and read The 
New York Times. More than once in recent years, the first news Paris has 
had of something important happening there has been Harold Callender’s 
story sent from Paris to The New York Times, relayed back to Paris. 


This Callender is a formidable man at reporting international affairs. The 
diplomatic acquaintance he has built up in a quarter of a century of cov- 
ering Europe pays off in many an exclusive. He was the first to report 
Molotov’s rejection of the Marshall Plan. This had occurred at a secret 
meeting in Paris. The next day, Moscow confirmed it. He was the first to 
report the Schuman Plan, the European Army Plan, the European Pay- 
ments Union. 


Harold Callender started life in Kansas City. His first reporting was done 
for the Kansas City Star. Later he worked for the New York Sun, and for 
The Associated Press. He joined The New York Times in 1924. Except for 
one year spent in its Washington bureau, he has been covering the foreign 


Photographed in Paris by The New York Times 


- 


Callender 
of 
world 


events 


scene for The Times ever since. He was in Spain during the Civil War, in 
Germany before the second World War, in Danzig just before that war 
started, in Norway when the Germans entered Narvik. For several years 
his stories were datelined from the Far East, from South America, from 
Mexico City. In 1943 he was assigned to Algiers to cover the French provi- 
sional government. He followed it to Paris in 1944, has been chief of 
The Times bureau there since then. 


Callender’s informed reporting and lucid interpretation of world events 
have won wide acclaim. In 1944 he wrote “A Preface to Peace.” France 
made him a Knight of the Legion of Honor. The Overseas Press Club of 
America voted him its award for outstanding foreign reporting in 1949. 


Harold Callender is one of many news specialists on The New York Times 
staff. They form an unmatched team. Pooling their knowledge and their 
talents, they produce each day a newspaper that is vigorous, alert, inter- 
esting, alive, different from any other. The Times has the biggest staff. 
It publishes the most news. 


That’s why readers like it. They get more out of it. So do advertisers. 
Let us tell you the whole story. 


The New York Cimes 


“ALL THE NEWS THAT'S FIT TO PRINT" 
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Whatever Happened to Al? 


This extremely interesting inquiry into the basic values of good copy— 
and what has become of them—was voiced at the annual meeting of the 
American Assn. of Advertising Agencies by Walter O’Meara, who has just 
retired as copy director of Lennen & Newell to write fiction, after a long 
career as one of advertising’s top creative men. 


By Walter O’Meara 

My text for this morning is a switch on 
an aphorism by Vincent McHugh, the 
writer and critic: 

“It is better not to be a copywriter if 
you can help it, and if you can help it you 
are not a copywriter.” 

Mr. McHugh was speaking of novelists, 
not advertising men. But I happen to be 
both and, believe me, his observation is 
just as true of one as of the other! 

I have no charts or slides—or even a 
solitary percentage figure—to help me 
demonstrate this rather glum thesis. 

My only exhibit would be a vaguely 
peculiar chap whom I shall call Al. And 
he isn’t around any more. 


= Whatever happened to Al? 

Some of you who go back—as I do— 
knew Al. Perhaps you even sat next to 
him in one of those “bull pens” where 
copywriters were confined in the happy, 
far-off days of Cheltenham Bold and Rea- 
son Why. 

For Al was a copywriter of the old 
school. 

Outwardly he didn’t much resemble the 
sharp young men in Brooks Brothers suits 
who write what is still called copy today. 


s Al had no private secretary, no private 
office, not even a private telephone. The 
mid-day martini was unknown to him, 
although he often relished a hooker or so 
of Bourbon after hours. He was a little 
careless in his dress perhaps, and some- 
times wore a shirt more than once. Very 
likely, he needed a haircut. 

There was something a bit  baf- 
fling about Al. It may have been a faint 
aura of genius—although there were 
those who referred to it in less compli- 
mentary terms. 

But one thing was certain. Al was a 
creative man. He was a writing man. He 
loved to put words together. He had a big 
respect for the active verb, the Saxon 
noun, and the simple declarative sentence. 


s Al, in my opinion, was much closer to 
his brother the newspaper reporter than 
to the salesman who rode the fast trains 
and stopped at the big hotels of that sim- 
ple, carefree era. He was a writing man. 

But, in addition to the creative urge, 
Al was born with a passion for persuasion. 
In his genes was a compulsion to sell. And 
this was his undoing. He became a copy- 
writer. 

So you must remember Al. He sat at a 
battered Oliver typewriter and turned out 
copy on sheets of yellow paper. He made 
with the concrete word, the arresting 
phrase, and—I have to add—the split in- 
finitive. 

Al’s medium was words. Pictures were 
nice, but hardly necessary. “No illustra- 
tion,” one of the great men of Al’s time 
pontificated, “is ever worth more than 
$25.” 

And now, because he was a writing 
man, Al studied how to make his words 


more powerful. All writing, I have dis- 
covered, is a form of selling. Even the 
writing of fiction. In a novel you are al- 
ways trying to persuade the reader that 
the story is worth reading—and yourself 
that is worth writing. All writers are 
salesmen. 

Al then, like any good writing man, 
searched for ways to make his writing 
more effective. Ways to make his copy sell 
harder. He experimented. He invented. 
He discovered. 

Little by little, he worked out the 
ground rules for a new kind of writing. 
A very difficult and exacting kind of 
writing, as Aldous Huxley has pointed 
out. 

Gradually he built up the whole tech- 
nique of copywriting: the effects, tricks, 
artifices and details of procedure that 
make up the technique of any art. 

Among his early discoveries were: the 
coupon, the testimonial, recipe copy, “sex 
appeal,” the editorial format, service copy, 
the picture-caption technique, the con- 
tinuity strip, and many others. 

It is difficult for us here today to real- 
ize that each of these familiar and ele- 
mentary devices once had the fascination 
of novelty—the thrill of discovery. And 
not very long ago. I myself, I believe, 
wrote one of the first continuity strip 
advertisements—maybe the first. 


= Because I knew nothing about this rev- 
olutionary new form of copy, I did the 
sensible thing and got in a professional 
who did. He wrote a newspaper strip 
called ‘‘Tailspin Tommy.” And he taught 
me all the tricks. 

“Now don’t forget,” he warned me, 
“you've always got to get a spot of red in 
every panel. Maybe just a guy’s necktie. 
Maybe a dog’s tongue hanging out. Any- 
thing, just so you get that spot of red, 
see?” 

So I learned how to write continuity 
strips—with red neckties and dog’s 
tongues hanging out. And so, in some such 
fumbling way, the whole technique of 
advertising copy has been evolved. I think 
this is a good thing to remember. 

For in a very true sense this body of 
technique, this special and professional 
knowledge of how to provide “an effective 
sales impact against the consuming pub- 
lic,” is our real reason for being in bus- 
iness. 

And so I should like to call your atten- 
tion to what, it seems to me, is an arrest- 
ing—and little appreciated—fact: 

All of these important technical dis- 
coveries which, taken together, strip down 
to the basic skill, to the real heart of the 
advertising business—all of them were 
made by creative men. Not by salesmen, 
or marketing men, or research men, but 
by copywriters. 

It is good for us to remind ourselves 
occasionally how many of the great names 
in our business are those of men who are, 
or were, copywriters at heart and in prac- 
tice. Let me recall a few: 
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Arthur Kudner—who never gave up 
the typewriter slung to his desk. 

Phil Lennen—master of the happy 
phrase and, in his own favorite term for 
himself, “a dreamer.” 

Claude Hopkins—who shaped the Eng- 
lish language to his own special ends. 

James Webb Young—whose  distin- 
guished and persuasive prose can make 
even a hail-marked apple something spe- 
cial, 

Obie Winters—whose restive creative 
genius burned “After Hours.” 

You can complete the list. It is a long 
one. And you will want to include many 
others, not primarily writing men, whose 
names nevertheless stand for great crea- 
tive talent: Albert Lasker, Stanley Resor, 
Raymond Rubicam, to mention only a 
few. 


Such names stand for what advertising, 
in the last analysis, really is. We recog- 
nize the true nature of our profession, I 
think, in the instinctive respect we pay to 
them. 


s Allow me, then, to include among these 
greats of advertising the humble name of 
AL 

For Al and his fellow copywriters, 
under the leadership of such men, not 
only developed the complex techniques of 
modern advertising copy, but also estab- 
lished the basic principles on which all 
good copy rests to this day. 

Like all fundamental rules of action, 
these principles are, as we know, few and 
simple. The art of copywriting—and, let 
me repeat, copywriting is an art—lies 
in how you apply them. 

This is also a good thing to remember. 


# It is good to remember, for instance, 
that personal salesmanship and copy- 
writing are two quite different things. 
That they have, in fact, rather little 
in common. I myself have never known a 
salesman who could write a good piece of 
copy. 

It is well to remember that tabulating 


machines can’t write copy. I have never . 


seen a great campaign come out of one— 
although I have seen quite a few great 
campaigns produced without benefit of a 
single consumer questionnaire. 

A little reflection, I think, will remind 
us all that good copy boils down to just 
three basic values. 


e One is Promise. 

e Another is Repetition. 

e And the third is something that, for the 
moment, I should like to call Value-X. 


The promise, to be successful, must be 
related to real human needs; it must 
translate a significant product advantage 
into terms of human wants. 

Repetition, to be successful, demands 
the expression of the promise in simple, 
understandable and, perhaps most impor- 
tant of all, rememberable form. 

There is no need for me to develop these 
two points. First, because we all know 
their implications. And second, because 
I should like to keep it simple. I should 
like to underscore how few and how sim- 
ple are the basic working rules of good 
copy. 


® But Value-X, perhaps, requires a few 
words of comment. 

What is Value-X? What is this third 
basic requirement that—like the third leg 
of a three-legged stool—gives copy a firm 
base to rest on? 

Well, it isn’t skill, or experience, or 
judgment, or knowledge or logic—impor- 
tant as all these obviously are. 

It’s closer, I think, to imagination, in- 
genuity, and invention. 

It’s even closer to inspiration, intuition, 
and in a small way—if I may be per- 
mitted a Goldwynism—to genius. 


® In the other arts, Value-X is the spring 
from which is dipped up song hits, story 
plots, high fashion ideas, and military 
surprise. 

In advertising it’s “Chiquita Banana,” 
“There’s a Ford in Your Future,” “Not 
a Cough in a Carload,” and “Mr. Addison 
Sims of Seattle.” 

There’s no way to describe Value-X. 
You can’t even be sure when you're look- 
ing at it. But you can be sure of one thing: 
no piece of really great copy was ever 
written without it. 

I still haven’t a name for Value-X. I 
don’t think there is one. But, since we've 
got to call it something, let’s settle for 
Talent. And so— 

Promise. ..Repetition...Talent... That, 
it seems to me, is about the net. Those 
are the basic values of good copy. All 
the rest, I have heard the head of a great 
agency often say—all the rest is “plumb- 
ing.” 


s Perhaps today we need to remind our- 
selyes of this elementary fact. 

I say this, not because like Mr. Whittier 
I am concerned about the encroachment 
of supplementary services in the creative 
field, but because I am a little concerned 
about developments in the creative field 
itself. 

Let us examine a few of them. 

First, what a fearsomely complex af- 
fair the business of advertising has 
become! 

Since Al’s day, undreamed of means of 
communication have come into being. The 
techniques of mass persuasion have mul- 
tiplied like hamsters. And scores of 
strange characters speaking the uncouth 
jargons of the story board and the pro- 
jective test have elbowed into Al’s act. 

I wonder if, in our preoccupation with 
all the dazzling possibilities of modern 
media, we do not often lose sight of the 
simple, basic values of good copy? Have 
we not become a little technique-happy? 

Consider the 1953 model copywriter. 

Today a copywriter who writes only 
copy is a pathetic anachronism. Now he 
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must be able to turn out TV scripts, 
jingles and singing commercials. He must 
think in terms of sound effects and vis- 
uals, of animation and voices over, of 
limbo shots and Mr. Bob Foreman’s Barn 
Door Wipe. He must be up on music, 
camera angles, and the private life of the 
announcer. 


@ The means of expression at his dis- 
posal are staggering. A laboratory in New 
York is producing for radio sounds never 
before heard by human ears. I have seen, 
projected on a screen, mobile abstract 
forms too fantastic to be described—yet 
already in use on TV. 

Words are no longer the sole, or even 
the primary tool of the copywriter. Any- 
thing that will help to communicate 
a thought or register an idea—a musical 
phrase, an animated package, the catch 
in a girl’s voice—all are “copy” today. 


® Now this is progress. This is good. Yet, 
I suspect that it is not all good. Sometimes 
I think I can see signs of too much frost- 
ing and too little cake. Of the tune getting 
lost in the arrangement. Of the basic 
values of good copy vanishing in the 
complex maze of modern advertising 
technology. 


Often, it seems to me, we are less con- 
cerned with WHAT to say, than with 
HOW to say it. 

And if this is true of print copy, it is 
even more true, I think, of advertising’s 
glamor child, Television. 

I won’t draw on the obvious to make 
this point: the overuse of tricks and gad- 
gets and gimmicks; the interest in shows 
at the expense of commercials; the em- 
phasis on production and personalities 
over content. 

But I should like permission to ask one 
question in an effort to get television into 
focus as an advertising medium. 


® In print advertising, a first-rate copy- 
writer is expected to produce not just 
words, but ideas—not just advertisements, 
but campaigns. His job, in other words, 
is to think and act like an advertising 
man. 


But how true is this of television? How 
often is the specialized commercial writer 
asked to do any real strategic copy think- 
ing? 

In most cases, it seems to me, his role 
is that of technician. His job is to trans- 
late ready-made ideas—usually supplied 
by the print copy department—into good 
TV scripts. 

This, I will agree, is no mean job. I 
will admit, further, that the interpreta- 
tion is sometimes so brilliant as to out- 
shine the idea itself. I respect the com- 
mercial writer for his skill, his ingenuity, 
his long-suffering patience, and his im- 
portance in our business. 


8 But I cannot refrain from asking: with 
half the total business of many agencies 
in TV and radio, is it sound, is it healthy 
to require so little basic copy thinking 
from the writers for those media? 

And is our rather strange attitude in 
this respect symptomatic of a general 
tendency to subordinate principles to 
techniques? 

I also dare to ask: Are the heads of TV 
and radio departments too much con- 
cerned with—or perhaps too burdened 
with—the details of time, talent, produc- 
tion and “properties,” and too little with 
what will sell goods? 

In TV particularly, is the emphasis 
too heavy on show business and too light 
on the advertising business? 


= I have a feeling that this is one area 
in which we can afford to ask ourselves 
a few such questions about fundamen- 
tals—and what has become of them. 

Another, I fear, is research. 

I hope nobody will carry away from 
here the idea that I don’t believe in re- 
search. There is nobody who doesn’t be- 
lieve in research. That, I sometimes think, 
is the trouble. 


Perhaps we should be a little less be- 
lieving. Is research always helpful? Are 
the punch cards always right? Or is sound 
copy, based on genuine creative thinking, 
sometimes sacrificed to the God of the 
Tabulating Machine? 

My guess—in answer to the last ques- 
tion—is Yes. 


s I am not, of course, challenging the 
broad usefulness of sound and thorough 
research to our business. It is not only 
useful, it is indispensible. None of us 
would question that. 

But, it seems to me, we should question 
the value of certain other kinds of re- 
search whenever and wherever we find 
them. 


I mean, for example, research that has 
become routine. I am for a little more of 
the amateur spirit in surveys and stud- 
ies—a little less formula. 

And research that is superficial—as 
so many quick “consumer jury” checks 
surely are. 

And research cultism...and high-pres- 
sure research...and degmatic research. 

And, above all, research that creates a 
climate in which imaginative thinking is 
stifled—research that gets in the way of 
creative copy. 

Such research, I think I may suggest, 
is not only useless, it is subversive. It 
erodes and weakens the most important of 
all agency functions—the function, to use 
a good, sound copywriter’s term, of mak- 
ing ads. 


s And now, in the name of humanity as 
well as good copy, may I just touch on 
another aspect of our perennial tendency 
to complicate our business? I mean the 
innumerable checks, tests, studies and 
reports with which the modern copywriter 
is beset and bedeviled. Those EYES that 
watch over his shoulder as he works. 

Many of these, I don’t doubt at all, have 
value. They can be extremely helpful— 
particularly when, as is often true, they 
help to get us back on the track of basic 
entangled. 


But many a copywriter, I am certain, 
will share my feeling that all too often 
they succeed only in damping out the 
creative spark. They can confuse and dis- 
courage the writer, lure him into an anx- 
ious concern for unessential detail, and 
take the joy out of his work. 

Let us make use of these helps, but 
wisely, critically and with discretion. 
Let’s make sure that they do not become 
just another of the technical complexi- 
ties in which copy can become so easily 
entangled. 


# And let us never forget that the most 
precious asset a copywriter—or his 
agency—can possess is that gift of crea- 
tive talent that the great Albert Lasker 
used to call his “God-given instinct.” 

I have said a great deal, I guess, about 
the dangers that, it seems to me, are in- 
herent in the nature of copywriting as 
it is practised today. But I have no intent 
to cry havoc. Advertising has never, I 
think, been so alive, so vital, so expert and 
effective—and so sure of its place in our 
social and economic pattern—as in this 
year of 1953. 

The dangers I have mentioned can and 
will be corrected. Certain well-defined 
trends in today’s copy indicate that our 
profession is alert to them and doing 
something about them. We are turning to 
a simpler, more natural, more believ- 
able—and more personal—kind of copy. 
Toward copy in which creative talent and 
basic principles are again given their 
rightful emphasis. 

Copy as Al knew it in the simple 
springtime of our business seems to be on 
its way back. With a new look, of course, 
but with the old virtues. 

By the way, whatever happened to Al? 

I never did answer that question. But 
do you know what I think? I think Al 
got caught between a Thematic Apper- 
ception Test and a Barn Door Wipe! 
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reading as mail order ads—and this one 


“Whack the Hell 
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Mail Order ‘Sell’ 


There are few kinds of ads that provide so downright much pleasure in 


It sells Tommy Armour’s new book, “How to Play Your Best Golf All the 
Time.” We were about to write that it “announces” Tommy Armour’s new 
book but, having read the ad, we feel that “sells” is the better word. 


WITH YOUR RIGHT HANDI*—coys oot pre tomeny Armour 


This is just ene of the |! cimple ways in which Tomeny Armoer's 
mew book guerentees you will ploy your best gol oil rhe rime 


2 8 Toul Caw symme TOUR 
ba ts 4 
ree re pe pa ty enting 
va ee ee 
om Ne hee roe 
a me te 
= yom Wit ment ¥: 
’ Ce rae ? 
——— aa ” 
me ot me ee 
reo oT 
3S _ Mo tee ee owt ey ae 
= - @. sr0r weeere | et memes = ee moet 
EE 3d Seow womans sep a 
a ooo wee me —= 
een ee ee Es ” we =e 
—— ewe ee ee 
pi i endl aatiadigetiiedied tikeaedl 
Pee Ne eee ee ny Som mevety Oe mere vataaek amet oot 
om nt ee ene come 
bell 


i 
Hi 
Ath 
iH 


ca « 
Tomer 
cet ren far 
oh ot 
— te 
ere 

teres 

he one 
ine Ane 
ero 
me Tommy Armee heme 
Lowen 

new 
Ant he tend hem wht te 
(cate Cagmaret the 
= smeme we 
a) 
oo ee 
hn fe owe Ty heme 
ot mente gute oe ne 
tems nee ee eee ree 
= Tommy Armen fe eo wee 
—~ ene ee 
a ag I pA. 4. 
ot on © oe Ge Me wero 
ae 
: 42s es tees 
1 name ‘48 Pt 
_ ~ 


for Simon & Schuster is no exception. 


out of the Ball 


3 

a 
1 

is 

ti 

i 


aft 


nu 


This, of course, is true of most mail 


persuasion, stick a little closer to the 
the clients who okay them seldom ask 


on this ad than the engraver. 


that. 


have been better selling—if the headline 


to know. 


order ads aren’t aided by such things as merchandising, point of sale display, 
dealer tie-in ads and the like. They have to do the whole job themselves— 
and, perhaps because they do, the people who write them use a little more 


bothered to count the words but we suspect that the typographer did better 


The claims in an ad like this are never general—they’re very, very specific, 
concrete and believable. You'll find no clever advertising phrases either. 
Everything is stated simply, clearly, unmistakably. It has to be—because, as 
the people who write mail order ads know, if it isn’t the coupons don’t come 
in. We sometimes think that the one most effective way to improve advertis- 
ing in general would be to include a coupon in every ad—and judge it on the 
number of coupons it pulls rather than the observation or noting it attains or 
how much it appeals to the chairman of the board. 

Mail order ads always have strong clinchers, too. This one winds up with 
a guarantee—carefully charted—that, if you shoot 120 now, after reading the 
book you’ll shoot 108 or get your money back. If you shoot 105, 99, 92 or 85 
now, the guarantee is that you’ll shoot 95, 90, 85 or 80. Nothing vague about 


The one exception we might take to the ad is the headline. We realize that 
the use of the word “Hell” will undoubtedly attract a lot of attention and 
curiosity. But we wonder if it wouldn’t have been in better taste—and actually 


was guaranteed to take 5 to 12 strokes off their game. We don’t happen to 
play golf but we suspect that if we did, this is something we’d like very much 


order ads. It has to be, because mail 


facts and away from the fancy; and 
if the copy is “too long.” We haven’t 


had told gclfers that reading the book 


Mail Order and Direct Mail Clinic... 


Conversational Tone Helps Letters 


By Whitt Northmore Schultz 


(Mr. Schultz conducts a mail order 
business in Highland Park, II.) 


Are you proud of your letters? 

Would you be willing to show your boss 
every business letter you write? 

Do you write, each day, the kind of let- 
ters you’d like to receive? 

Are your letters packed with horse- 
and-buggy yours-of-the-15th-duly-re- 
ceived-and-contents-noted type of words 
and phraseology? 

Next time you write a letter, ask your- 
self these questions. 


Most business correspondence is cold, 
stuffy, old-fashioned, uninteresting and 
unintelligent. 


s To win the positive response you wish, 
to do the sales building, good will win- 
ning job you want them to do, your let- 
ters should: (1) treat the reader as an 
equal—as you like to be treated, promptly, 
favorably and with respect; (2) be con- 
versational. 

I talked with a highly successful sales 
executive the other evening who writes 
one of the best letters I’ve ever read. 

“How do you do it?” I asked. 

“I just pretend I’m having a friendly 
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Millions stay 
up late on 
Wednesday 


Millions have reserved that eve- 


ning for-their favorite magazine. 
In the current issue they met Red 
Army officers who work for us, 
joined revelers at a Caribbean car- 
nival, captured a cop killer, enjoyed 
any one of a dozen adventures in 
reading, and went on a shopping 
tour through the advertising pages. 
For Wednesday is Post day. And 
it’s just the beginning.Surveys show 
that readers pick up each issue of 
The Saturday Evening Post several 
times—more times, in fact, than 
they pick up any other leading 
weekly magazine. 


People pay attention to more than the fact 
and fiction in the Post. It’s the favorite place 
for reading ads. That’s one reason why it’s the 
first place for all kinds of advertising. It has 
helped turn more little advertisers into big 
successes than any other magazine. 
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of Jackson Prison exploded in an orgy of vio- 
lence. Headlines shocked the nation. But ace 
crime reporter John Bartlow Martin knew 
there was a bigger story. It took him a year to 
get it. You’ll know why when you read it. 


4 Why did it happen? Last year 6,000 inmates 
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Watch Post salesmanship at work. Keep your 
eye on this seal. Retailers have proved its 
point-of-sale effectiveness. It works because 
the Post has an influence with readers that’s 
unique among weekly magazines. People trust 
the Post—and what is sold through its pages. 


Is it true that Marlon Brando seldom wears 
shoes, scratches in public like an ape, and will 
stand on his head to attract attention? A Post 
editor wangled a rare interview and asked the 
questions point-blank. Don’t miss the un- 
inhibited answers in this week’s Post. 
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The Satarday Evening 


post 


A Curtis Public ation 


aa -gets to 
the heart of America 


Bl iP ere 


Surveys among readers of weekly magazines 
show: » Readers spend more time with the Post 
and return to it more often. » Readers believe 
the Post is more reliable. ®» Readers pay more 
attention to advertising in the Post and have 
more confidence in Post-advertised products, 


; GU te EE eRe Seals oo Rue “sft Os rae : s Gh a rats ts € ay We ce res, aoa ts ae “J hes uh 
5 ; =H tie ee ys 2 a itt te = erp fe kes E : ag f as ys aa Sos a es i pouaee s oP emai indir Bates ry Sie: 
: i ce ale oe ee eo i‘ eons . Fe BR A or poh Jet cab nek, Be Set cs re ith ae i rant eae “ ‘. Se Ae Aan NaS : 
poe ee ete etapa est er) eee Spates” i ut ee ia suey ae Te ON haa eee 8 Ge sea : Sl ae i egal ssi ads : eek tp ee Rt gehen atic arte year cee ay. : : 
YS eae Ma <5, i RR eS Oy NS ae a Dee) na) eRe : . eo au E Seb epee tae EN Nemes oes s S Fe RN le ge * tee BM os Wend By Fe a eer ener hg ae pt a es Pie ado? ye eae Se eee 
_ - , * iwi Baa “oS een 
om cr Pwinr fen = . a . ee nas ar 
. , - es a 
gk 
oo, 
om . : — 4 
a ; _- F - =o 7 Wnde 
; PE Gl aR og = ek a) pee Se Te ee ee a ’ » See 
a jr Se! eo ey ee 
; 2 So ie on Nec 2, ee ome a 4 ee ; 38 ee 
il 7m: a SA A SIM I ok i. Tce ai OT cate age % ‘ Seite 
7 . eo. : wife es) io a ih ele em gS. : iG = 
oe % A al ible "a Pesala se rR ne ee oem r= 87%" 3 4 > 
aa g ! : ee 3g Ce ; 
} a : 4 2 Tage Sara eg ain Baad fee ‘ : 
nt - we ae Pe aa et. a ae Ss 4 
' Ee Pe Pa teey rae ee k e 
“I bs , | is ieee ancl i, nae Fee = a eae 2 a Pa f . ' .. . f ae 
; Se ’ ii chara lice uate = Ph a caeeintass ; ‘i @ ci 
4 es fer Mipcraa tae, Ce . a Si 
, c ‘ — a ows wa) Sg tree titer 2 ob ae es iF , 
; . \ a « ' << t Rie tein ate oF ; 
i : ~ “a es ‘ ‘ ae “ fees a Sage y ge Cia 
‘ raz oat : , Bis ih he Rice oe ron een Re rr i 
: . oe; {+ ae in aes, goss: 
' st " i} +4 nee aot Sees Sip ae 
‘ 4 ‘ 7 3 ; . Sn ae PNT Reso hs’ * : Rove 
4 & ee oa Ss Faas ia ates * pee 
F; > 3 ; y rk ee i: ea 
& ae ' _— Fe RP weg 
; a 7 5 > ‘ q CP eee i eee 
‘ee 2 3 . , el ai ae , 
ss . 4 5 i pepe ry, te Mla ; 
- 2 . % ‘ 3 ts 2 ay 9 aie eee 
‘< ; & 2. me ¢ ; — : ’ ~ w : be nate, gree eee aca De 
{ ‘ «RS es ; ¥ a ny uait= “es wing ay A Se - 
Pi 4 oe te i 'S E N 7 Se s ate Poecon. Sait Le nn 
;: &: SER . : by SS Se rer 2 
> * : : i bf ope ' aie ’ -_ ore A ee ees, nn 
Ba . oe 4 Se ee fad > Ba ea K. ‘ . igi : & 
i ; 2. fe eit as a yas > lS Ue 
PB OO Bi) tt ————— i ‘ : 
iS ue ef Bia t 7 be oe ag apie % rere 
> ee ee ta ig eae — — 3S ' ce 
Sa Ske 3 ee Be BR Re SAS all 3 ee oe. a es 4 . 7 a ot 
BR, Bae Bes Boe ae a ae ue — So ii eli 
, 2 oe oe te eee) es — ie fee 
: d % OR H j i ; Sa ee , ; te , : beep 
-- ; es —— ‘ a % : j (2 
“Ss FS & = : Sie P —— .- 3 re ee j : , 
, ; | q ¢ j ee te a AE oe “aah 
: 7.8 eee : —_—  «. ja i) re eee 
% ae BR g ap! 4 a Saas j ae 
SS pate C—O a | eg 
4 aii: tll : f meee ~~ s , * Sis e = 1S NOR ; ek “oi 
~ wraliiiaeiatiintin > scpaiitnliinitinies a, a .. at te eos 5 ay 4 vee es ; ess Ries: 
f n——aieidoeiedl —_ hie i a a foe Ee 
pir a (a ; | Gas 5- | ee 
a yal " aR 7 : P oe jeg Se ps ee irainds Figs 
tl fs ia 4 Pee \ | a 
ee goa “ 4 ee” a a 4 z sl z , ea F 
: ie, .. oe oe - a 
‘ a. 4 « cadena 4 be ie te - = basis - re 
‘ » mic : “eae . aR a 5, EERE 
‘ ae ee 4 einai 
EEE? wel ‘ 4 X d a oe 
> a ne ~~ ¢ 5 ” j ‘ : * us 4 , : 
ot RS ee nenemete) 3 ~ oe $ 
; ¢*a* ’ i ; B : ieee oe 
a he | a é : ss 
we Oe a « sear len a : 
{ ¥ P 4 am 7 : ‘ 
: Ee, eee: ae ae 3 ; , 
i 7 D ‘ , ce : f .) ~ of ae re seer i pisos 
* me : a Met 2 : ; 
w hip . a | ’ a es a, 
. j a . ‘ hae 
, — ’ ee ; 
c ee ; ~~ ae vs . i 
| siti anata 
: Git: 
1 gia 
+4 aa ee 
ola ‘ae ae 
j ee a es Aare 
3. 
i A f 
} ay ol 
4 g pty * 
ee. Sty ‘ 5 
Eg ba gi A tent 
Se Hye Foe ee 
‘  s te to 
hae on 69 ete pe 
ead Said ‘ : : d Foss us ’ Ee 
~ Coes 3 4% oncammecanaataeewanpicns. = i‘ oa ea: - is e . : } $ 
an, ere i lea _— er : ri va! ieee es % ba . \ : cai 
i —  z_ ccetyeae > es “ é ; 
F ‘i baa —- gee ee Sa a ee Se Seaenec earn eae phe J 2 ss 
sine - ¢™ ee > gs Pe oo aes es onal Be ‘ha gia ee 
ay "seuconapaal 2 4 om Pt iaeee : ee E “i Si y 2 gts 
"te th Cig a. ee ee — Em, 7 a 4 pe eee bie adr Sie ne Seem ear nedap we a i! See ‘des Wiha ae 
nett je Tiages “ Se ee BS in teane nia, Bente 
om , " a Se a. etic ; aoe 
“a , bone i at Lege ae ee 4 f Ree 
Bier pa ms - a oreny 1 ot io? pyr hy 4 \ ‘ * ey 
:  aeatealieie ; ™ ge’ Se fe — oe . - ; ms Ros 
, ae i py ott o. ea. & y ae 4 ee 
re ra a ee as : ae : : ’ ‘ » e ee ; 8 B ge ae, p / Bie. ue & P . z ele hiss 
‘ ea ; : E =.* Z Fae a 30 E P , ae oa 
’ £ es ae os Este ¥ 5 * ’ ee % wW/ d z ‘ = L ; } per See: 
a i= fon % he: 4 \/) sii less 
3 es : » Taree ssa" _ >. wes. ¥ \ j |. oa 
ae — “ % is ae » ” ; = ee ' ; : ba 4 
# oe a | 7 te cer ‘ ti “ 4 yo ae 2 eae . EA 
2) 2 A re. b  ) oe me 4 i? it. Mie, i a. : 
es a = ! ‘ “Ghd ical ial . m, ie ae > : a ( 
 - em: w - ‘ iy eee wee ae € 7 » a : “tee 4 
p> Pad i . Sa dae A , * ; 4% & Re 
Se : ie ie ioe oes =— EE nee yer F ” £ : : 4 "he, oie See ‘ ee 
So te oo ee” ee (ee op eee ‘ie oe 7 a: ty #he » = i a 
Be: nm * os ? are é 7 2 ae. ae 7 _ ni 
RSS De fi ee é * - am ' ao . a Ps. 4 * .* abe : 
= a gia woman eae oo SS... ; + 7 e 2 
wee 24 ‘ } hie a ee ; Peart saree naa a ~ _ ta + oe) 
MOE & \e 2 de erg is ake re é al “Sa oi vole ' , ala : Per. F 
ee ; , J ES LANES Va ¥ ti wee pi. ms ae ee 
a Boi.’ ge eee TY See 3 . roa } F ' ee ee 5 ee , ; 
fe. Ves PS Cee a deck... selena. <n | : ‘ Tie: oe ee Bi ciene re ¢ ty” 
Duis . Re BN a ae eae "4, re jae aie alia ' : 
ee sgt nee” a ee ie 3 eae 5 or ae a 5 > # AP ; ' “ : ete ¥ 
ee om v * -- ~~ * ” 3 , ; °. "Wiig fies * 
ie P si * < . ih & os) f + 7F, 
_ ie |. uae BS ft ah -- Ft Sp Ne pil ae 
Fee es ; * ie 4¢F ee ee . cee gia ‘Sine A Poa 
f eg * 4 a tig Md s } “| +) 2a , # Ms te t \ we” wa Pye aha hes sige 
. t F Se 4 he ‘ :7 * oat ro} Ne Seale rae ay Ye . 
i SE By 4 UG by P Lf 4 2 F & — Ye ay a ‘ ibs é i 
ae “ : i ‘ % | ee oo ar) se * Ay: 
% eo “» % 3 7 i. NG + fi. oe? 4 ree eee “ ite ” % oh 
B j “ — # 7 4 A H aa”. z y P 
} Pas eS ingen , J, (4a ie att . ¢ $ 1 '& “See. eee 
a y A pen, S cetillleaaioens nell ‘ ig | f : ta he ft, ae Papas $551 
 cemaamnl j j ' Y - ia ’ ae on ‘ i s ; 
ae d ¢: | >». ae oes: ee OY aoe ar a .# 
— . 4 am” tw } ; a 3 ae 33 
bi Eas — Fo At * MEA = | vs } ‘ é (a bs ae ee more ‘9 telat’ ace 
2 % M . Pr sain P 4 mans. a ¥, Bas os Aad | wh @ ue ee tay * 
i a E a * . 2a Phe g, 4 c he ee rie Sri ’ 4 f Pate 4 ae fi 
eS: ! / , % ee eal 4 4 Bois 2 oe ea adh. OD sae cs 
- te ees 4 =. ' i . ga > lie a-_ - “ho coi ae 4 
i x s seen me fe Wi ¥ . : Se eet, Gaoee 
, 4 . ot i ae : F a a pe ag Ki. oe et hee kote. 
ff . ee a i j \ P he 5 wr 4 at : Se Geran patra ; 
d, : Nene eee y : ‘ , vo ; ‘ ae ‘haar eee ; 
id ~~ , ” ee “ee AX i“ Pf ere . / J - 
—_ i i — FS | 
ne ; ~ , f > a - 4 
h, — sah ” —— ... ee 2g 4 peal -’ : 
he “Dis : ol gee al 4 & a - CAA en 
aa he ag Ba was | a a << CLA 
t es So, Oe y ‘ tf je 
on ts j ai te 2 eer m 
in , ta 28 / , oo alll ¢Z 
3 < “— y A id Za a 4 ; 
| het ie ae ok. <i d ee, Sf F og at 
i- Ee A ft & bs 4 . 
HZ . ; 
es | eee  ph% 
| hi Pa as 
es 4A i 
+4 3 
| oe EYED 
ly ee 
T 1 Foe 
A 
¢ ‘ “ ; ° é Be 


talk with my reader, in my home, over 
a matter we’re both interested in. I try 
to show him, with the words at my com- 
mand, all the courtesies I would extend if 
he were visiting my home. I try to make 
my letters helpful and kindly. I suppose I 
treat every person I write as a personal 
* friend,” he concluded. 

So, keep your letters conversational. 
And use word contractions like “I'll,” 
“we'll,” “you’ll”—they lend an air of ef- 
fective and disarming casualness to your 
routine business correspondence. 

Use words that are alive, active, fresh, 
bright—words that sparkle, words that 
are in tune with the times. 

Be sincere. If your reader is to be 
treated as a friend, he’ll expect sincerity— 
and all good and effective letters are sin- 
cere, I’ve noted. 


Salesense in Advertising... 


Your letters should be unified and logi- 
cal. One idea—and try to keep each idea 
in its own paragraph—should blend into 
the next. Keep your letters moving for- 
ward, and always with your reader's in- 
terest foremost in mind. 

Always represent your company in a 
dignified way. Make your readers know 
that your firm is most earnest in its de- 
sire to serve and to please its customers 
at all times. 

Dictate, in brief, with a big YOU in 
your letters, writing the type of letters 
you’re proud to sign. 

Take a litle more time about answering 
the letters you receive. Study them. Re- 
flect on them. Then answer them in a 
helpful, friendly, interesting way, re- 
membering always that your reader’s in- 
terests should guide your reply. 


‘Something Extra’ Multiplies 
the Power of Advertising 


By James D. Woolf 


(Mr. Woolf is an advertising con- 
sultant who spent many years as 
v.p. in charge of creative activities 
of the western offices of J. Walter 
Thompson Co.) 


As we all know, success in serving the 
public at any level—retailing, wholesal- 
ing, manufacturing—depends on effective 
performance in several areas of activity. 

Of paramount importance, of course, is 
satisfactory merchan- 
dise in terms of quality 
and price. Better yet 
is merchandise or serv- 
ice that exceeds the 
level of meeting cus- 
tomer requirements of 
mere satisfaction; as a 
potent developer of 
good will there is 
nothing that beats giv- 
ing the purchaser a 
little more than she expects. 

A week or so ago I took my car toa new 
auto repair shop for an overhauling. The 
foreman, after a careful diagnosis, showed 
me exactly what needed to be done and 
estimated the bill would come to about 
$35. 


Imagine my surprise and pleasure 
when, a couple of days later, picking up 
the machine, I was handed a bill for $31. 
Moreover—an even greater surprise—the 
car had been washed and rubbed so ex- 
pertly that it sparkled as brilliantly as a 
freshly minted dime. The seat covers had 
been thoroughly cleaned, too. 

“A beautiful wash job,” I complimented 
the foreman. “I didn’t order it, but I’m 
glad you did it. How much do I owe you 
for it?” 

“Not a cent,” he smiled. “You see, it’s 
our policy to give our customers a little 
something extra.” 

This repair shop, as I’ve said, is a new 
one. Although only a couple of months in 
business, it is taking plenty of patronage 
away from long-established competition. 
“A little something extra’—giving the 
customer a little more than he expects— 
is paying off handsomely. 


James D. Woolf 


People Like to Be Asked 

Another important business-builder is 
the policy, actively and continuously im- 
plemented, of asking people for their busi- 
ness. 

Only yesterday the Montgomery Ward 
office in our town, a relative newcomer, 
phoned my wife the news that a shipment 
of fine-quality nylon hosiery, which had 
just come in, was being offered at 88¢ 
a pair. She ordered five pairs forthwith. 

The point of this episode isn’t merely 


that Ward’s made a sale. Wards also made 
a friend. My wife glowed with pleasure. 
“Just think,” she exclaimed, “this is the 
first time any business house in this town 
has ever phoned me and asked for my 
patronage!” 

Not very long ago, acting as my own 
contractor, I built a house that involved, 
for labor and material, a cash outlay of 
around $35,000. Since the site of the build- 
ing operation was on a principal street, 
and since, furthermore, a news item re- 
porting the undertaking appeared in our 
local newspaper, every dealer in town 
must have known that the house was 
going up. 

It’s hard to believe, but it’s true: Not 
a single merchant—building supply 
dealer, hardware store, plumber, paint 
dealer, roofer, lighting contractor, nursery 
or landscape gardener—exhibited a spark 
of interest. Not one dealer asked me 
—by phone, by letter, or by personal con- 
tact—for a sirigle dollar’s worth of my 
business. How dead on his feet can a 
merchant be! 


Importance of the Personal Touch 

I like this little story as published some 
time ago in The Family Circle. It reports 
an experience of Linda Larsen of Luding- 
ton, Mich. Says she: 

“T have a hard time finding shoes that 
fit. I not only have to shop in many stores 
but usually in two or three towns before 
I find what I need. About six months ago 
in a nearby town I went into a store I’d 
never tried before and bought an expen- 
sive pair of shoes that had been marked 
down because of the very peculiarities I 
need in shoes. 

“A few days ago I was passing through 
the town again and I suggested to my 
husband that we stop and see what I 
could find. Imagine my surprise when I 
entered the store to find that they not 
only remembered me but had a complete 
record of the former sale. They knew that 
riy feet had been X-rayed, and all the un- 
usual things that make my feet hard to 
fit. 

“Needless to say, I bought another pair 
of shoes—and this store will now be my 
first stop in search for shoes, for a store 
with service of this kind will surely make 
every effort to find the exact shoes for 
my feet.” 

There’s positive magic in the “personal 
touch.” 


Multiplies the Power of Advertising 

Fine, you say, but what has all of this 
got to do with advertising? 

The answer is—EVERYTHING. I’ve said 
in this column before, and I say it again: 
“Advertising can’t make a silk purse out 
of a sow’s ear.” 


Advertising cannot persuade people to 
like your store, or your product, or your 
service, or whatever it is that you pro- 
mote, unless in your business are those 
attributes—those little extra somethings— 
that tend to make it likeable. 

The little extra somethings, once they 
are experienced by the people who com- 


The Eye and Ear Department... 
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prise your market, will multiply the 
power of your advertising. I am sure that 
my wife, now that she has had her pleas- 
ant Ward’s experience, will pay closer 
attention to the Ward’s advertising. 

You can’t make bricks without straw. 
The little extra somethings is the straw 
that puts extra pull into advertising. 


Sunbeam: Ethel and Albert 


By the time this gets into print, “Ethel 
and Albert” (NBC-TV, Saturdays, 7:30 to 
8 p.m.,) will have a sponsor—Sunbeam 
electrical appliances. As far as this re- 
viewer is concerned, they deserve one. 

Peg Lynch, who writes the show, and 
Alan Bunce are the nearest TV has come 
to duplicating Fibber McGee and Molly. 
They make a pleasing ordinary married 
couple and what happens to them is what 
happens to most married couples. The 
comedy is largely comedy of recognition. 
It is not as bizarre or contrived as, for 
example, “I Love Lucy’—which is sheer 
farce. Peg Lynch and Alan Bunce do not 
begin to approach Desi Arnaz and Lucille 
Ball as personalities, but if they did, their 
show would not be as good as it is. They 
are considerably more believable. They 
are Ethel and Albert. 

They do an excellent job of manifesting 
the minor irritations that arise between 
most married couples—and, at the same 
time, reflecting the bond that years of 
living as husband and wife weld between 
two people. This reviewer hesitates to 
describe any program as “wholesome,” 
yet that is exactly what the “Ethel and 
Albert” show is. In this respect alone, it 


G. D. Crain Jr. Says... 


Alan Bunce and Peg Lynch are real people 
in NBC-TV’s “Ethel and Albert,” spon- 
sored by Sunbeam. 


is a welcome addition to the weekly TV 
fare. 

Ethel and Albert announced their ac- 
quisition of a sponsor over a Sunbeam 
mixer in the kitchen of their home. As 
a domestic couple who are likely to win 
affection of millions, they undoubtedly 
could do a superb integrated commercial. 
If this reviewer were doing the commer- 
cials, he would definitely write Ethel and 
Albert into them. 


Speak for Yourself, John 


The following advertisement was re- 
cently published in Apvertistnc AGE: 


PUBLIC RELATIONS SPEECH WRITER WANTED 


Exceptional opportunity in public relations de- 
partment of top-flight company for young man, 
25-35, with at least two years of industrial public 
relations experience. Applicant must submit copies 
of major policy speeches written by him for busi- 
ness executives. Good starting salary. Outstanding 
prospects for advancement in fast-moving, hard- 
hitting organization. Out:{ne personal background 
and professional experience fully in letter. 

This advertisement is not particularly 
unusual, public relations men tell me, and 
for that reason it deserves comment as 
indicating a trend of the times which 
reflects some of the superficiality which 
characterizes at least a part of American 
business. It suggests a certain shallowness 
of thinking which may be due to modern 
pressures, but also is a result of current 
methods of handling business publicity. 

These demand, in most cases, advance 
releases of important addresses by com- 
pany executives; press conferences to 
discuss changes in policy or product; 
appearances before legislative committees 
and other governmental bodies; and the 
development of friendly relations with 
the media of communication, including 
newspapers, magazines, business papers, 
radio and TV networks and stations, and 
other channels to the public eye and ear. 


® Thus the creation of what might be 
called mass production in the public re- 
lations and communications field has 
brought into being a host of specialists 
in the preparation of material for public 
consumption. Advertising and public re- 
lations men are the technical people who 
provide the words and music which go 
out in the names of the executives of the 
companies with which they are associ- 


. 


ated. The ghost writer is now an estab- 
lished and valued member of the business 
team. 

It could be contended with some show 
of plausibility that the public is aware 
of the fact that even Presidential candi- 
dates, forced to deliver scores and even 
hundreds of addresses on subjects related 
to national policy, have to rely on pro- 
fessional talent for the composition of 
most of these speeches; and that conse- 
quently the use of the same methods 
and facilities by business executives is 
not incompatible with their acceptance 
as sources of informed opinion on sub- 
jects with which business is directly 
concerned. 

It seems to me, however, that even 
though a business man is loaded with 
details requiring personal decision, and 
with problems of business management 
which he must consider and decide, he 
should still be responsible for the sub- 
stance if not the phrasing of the material 
which goes out under his signature in 
the form of statements, interviews and 
speeches on subjects concerning which 
he is supposed to be an authority. 


# Intellectual honesty demands that 
whether a speech is written or merely 
edited for a business man whose name is 
associated with it, it should represent his 
own thinking and his own conclusions. 
To advertise for someone who has written 
“major policy speeches for business exe- 
cutives” implies that the writer be able 
to formulate thinking on these subjects 
as well as merely construct the sentences 
which convey the opinions. And at 25, or 
even 35, as suggested in the ad quoted 
above, this is quite an assignment, 
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It is no doubt true that many able busi- 
ness executives, who have won their 
present posts because of long experience 
in their specialized fields,’are unable to 
write easily, clearly and forcefully on 
subjects outside the range of their imme- 
diate activities. Yet, because they repre- 
sent important areas of American busi- 
ness, they are expected to be able to ex- 
press valid judgments about current 
national policies, many of which in fact 
have vital significance in terms of their 
own companies and their own industries. 


s If this assumption is true, then it is 
also evident that today American business 
requires a special type of top executive— 
the kind of man who is a thinker as well 
as a doer; one who understands the world 
in which we live, as well as the particular 
business in which he is engaged; who has 
the modern viewpoint of the responsibil- 
ity of business to the public, its workers 
and its customers, as well as to its stock- 


Tips for the Production Man... 


holders; and who can present effectively 
the viewpoint of business in terms which 
are acceptable to all of the many seg- 
ments of our society. 


s Not long ago Bishop Fulton Sheen, 
whose “Life Is Worth Living” series on 
television for Admiral Corp. has made a 
profound impression on the public, made 
a plea for the development of the same 
kind of enthusiasm, zeal and devotion to 
an idea often exhibited by the fanatical 
exponents of communism. He wondered 
why so many of today’s patriots have to 
read their cold and carefully worded 
statements only from manuscripts, in- 
stead of being able to speak boldly and 
eloquently from the heart. 

Men who believe in America and in 
the tremendous importance to the world 
of American business have ideas and con- 
viction. They can and should speak for 
themselves when testimony on these sub- 
jects is in order. 


Interesting and Unusual Types of Paper 


By Kenneth B. Butler 
(Mr. Butler is head of the Wayside 
Press and of Kenneth B. Butler & 
Associates, Mendota, III.) 

“The only trouble with reading the dic- 
tionary,” said one wag, “is that I lose the 
plot in the great amount of detail.” 

I found no plot but a great deal of in- 
teresting detail in a reading of a booklet 
or dictionary of paper trade terms com- 
piled by William Bond Wheelwright and 
published by The Callaway Associates, 
Boston. 

For example, I learned that there is a 
“bloodproof” paper. This is a hard-sized, 
blood resistant wrapping paper used by 
butchers. Then there is an anti-tarnish 
paper, which is acid-free, alkali-free, and 
sulphur-free. This paper is used as tis- 
sues for silverware, needles and cutlery, 
and as bristol for jewelry mounts. 


es A “bending board” is not a diving 
board, but any quality of paperboard hav- 
ing satisfactory bending or folding qual- 
ities after scoring. Strong fiber is, of 
course, a necessity in holding the board 
together when broken by a fold and when 
the paper must serve as a hinge. 

Another interesting term is that called 
“breaking length.” This is the length of 
a strip of paper sufficient if suspended to 
break of its own weight. The term is 
occasionally used by English technolo- 
gists, but rarely by American. 

The term “dandy roll” refers to a 
skeleton cylinder covered with woven 
wire cloth, or with an arrangement of 


Employe Communications... 


fine longitudinal wires, crossed at close 
intervals by heavier wires. To the circum- 
ference of the roll may be soldered wires 
of any design to produce watermarks. 
The designs are used to produce woven 
and laid papers. A wove dandy roll may 
also produce shaded watermarks. 

The “felt side’ of paper is that side of 
a web of paper which is on top during 
the wet state in paper making. The re- 
verse side of the paper is the “wire side,” 
or the side originally in contact with the 
wire of a Fourdrinier or the mold of a 
cylinder paper machine. 


a “Flock paper” is a paper, one side of 
which has attached a deposit of finely 
chopped woolen waste to give it a velours- 
like surface. Foolscap is not a fool’s cap 
at all, but a size of writing paper, specifi- 
cally 13 x 16 inches. The paper was for- 
merly watermarked with the design of 
a jester’s head with cap and bells. 

“Picking” means the lifting of any 
portion of a paper surface during the 
printing impression, due sometimes to in- 
adequate sizing and sometimes to ink be- 
ing excessively tacky. 

Mr. Wheelwright’s paper trade terms 
dictionary lists 735 definitions. Not the 
least interesting of these by any means 
are the definitions of “Pop Test” and 
“Rattle.” The former is a slang term for 
a bursting test, originating from the pop- 
ping sound when the paper burst. “‘Rattle’”’ 
is simply the crackling sound produced by 
crumpling or snapping a sample of paper 
in order to determine its hardness. 


‘Proprietor-Mindedness’ for Employes 


By Robert Newcomb and Marg Sammons 


(Mr. and Mrs. Newcomb operate 
their own consulting organization 
in employe relations.) 


It is the continuing lament of manage- 
ment that it cannot persuade employes 
to become “proprietor-minded.” Em- 
ployes, they point out, have no concern 
about the company beyond the pay en- 
velope. Damage to equipment and waste 
of materials mean nothing, they declare. 
Articles in the employe publication may 


help a little, but they still do not dig into 
the consciousness of the working man 
sufficiently for him to say: “This proper- 
ty is worth something—I’m going to take 
care of it.” 

In Janesville, Wis., some time ago the 
Parker Pen Co. made some unusual in- 
dustrial history when it withdrew its 
time clocks. The installation of the honor 
system reportedly works very well. In 
addition to this stride, Parker tossed out 
its old suggestion system and substituted 
what it calls an “idea exchange plan,” 


through which employe and company 
share equally in net savings made through 
the adoption of the employe’s suggestion. 

To get down to cases in creating “pro- 
prietor-mindedness,” however, Parker has 
approached the problem at the supervi- 
sory level. The company holds regular 
supervisory meetings, of course, but it 
goes much further: Supervisors are sent 
to the state university’s supervisory in- 
stitutes. In addition, the company in- 
stalled a plant visitation program, where- 
by supervisors make trips to plants of 
their own selection. Here Parker super- 
visors look over supervisory jobs in other 
factories, ask questions and swap ideas. 
The company permits its supervisors to 
invite foremen from other plants to Janes- 
ville, to study Parker in operation. The 
Parker supervisors sponsored a speech 
clinic for themselves. At a_ series of 
monthly meetings, set up and adminis- 
tered by the supervisors, outside speakers 
were brought in to talk on topics of gen- 
eral interest. 

Philip Hull, Parker v.p., in describing 
his company’s shop-level conservation 
practices to an AMA manufacturing con- 
ference in New York recently, pointed 
out that greatest damage to tools and dies 
results either from carelessness or lack 
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of understanding on the part of the “set- 
up” man or the operator, or from letting 
the equipment run beyond the period 
when it should be removed and serviced. 
Parker sought to reduce die breakage and 
resulting production hold-ups through ac- 
quainting setup men and operators with 
new equipment at an early stage. Through 
quality control charting, tool life expect- 
ancy figures were derived, and now tools 
are removed from machines for grinding 
after completion of a fixed number of 
parts. 


@ Once the employes involved became 
familiar with the facts, they started to 
work together. Breakage was reduced. 
Production hold-ups declined. The com- 
pany had not issued an order; it had 
stated a problem. Once the problem was 
understood, men could clearly see their 
role in its solution. 

“It is inescapable,” Mr. Hull told his 
listeners, “once people get to thinking in 
terms of the problems faced by those 
managing the business, that the entire 
gamut of manufacturing problems.. .are 
swept along in the direction we think 
they should go.” 

That is common sense. It is also good 
communications. 


Field & Co.) 


Before a musician or actor gets to 
appear before large audiences, some 
standard of proficiency and artistry 
seems generally to be required. But in 
advertising, anyone who can get a job 
—or who can sell a set of ads toa 
tavern, a fish market, a bank or a tea 
room—can appear before a large audi- 
ence. ..in type. 

This results in some weird and some 
funny ads, and too few good ones. I have 
covered the signature of the accom- 
panying ad, so you will not look there 
for immediate clues as to the kind of 
advertiser who ran it...on 3 columns. 

Read the heading on the black panel 
at the top. Pause a moment. Have you 
a clue to the advertiser or what’s for 
sale? (It says: “Our best advertisement 
‘is a satisfied customer.’’) 

The next heading reads: ‘Women 
Appreciate our Service.” The copy starts, 
“We have been informed by many 
women of our community, that they 
appreciate the warm, gracious sur- 
roundings of our Home for Service. 
(This is no place for animal husbandry 
experts to start quipping.) In view of 
the “warm, gracious surroundings,” 
glance now at the “Air Conditioned” 
slug festooned with ice. The more seri- 
ous members of this distinguished 
three-minute class in advertising will 
know by now that this ad is for no tav- 
ern or tea room, bank, or laundry—but 
for a funeral home. 

Copy continues: “The simple, yet ar- 
tistic floral arrangements and our ap- 
propriate musical selections contribute 
much dignity to the services we render.” 
The ending seems rather abrupt to me. 

In view of the general characteristics 
of the ad and the spirit it rouses in one, 


Looking at the Retail Ads 


By Clyde Bedell 
(Mr. Bedell is a retail advertising 
consultant who was at one time 
advertising manager of Marshall 


I am a little surprised that an enterpris- 
ing printer did not add: “...and makes 
almost a pleasure for you, the burying 
of your husband.” After all, it’s women 
who appreciate this service. Inciden- 
tally, before quitting this ad, be sure 
to read again the topmost headline. 
* * * 


A good rule for almost any modest 
or moderate size entrepreneur would be: 
“If you would not trust the individual 
who writes your ads to tell the story of 
your services to your most important 
prospect orally, for heaven’s sake, don’t 
trust her (or him) to tell that story to 
thousands of people in a publication’s 
or broadcaster’s audience.” 


———— 
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You can have N BC’s world-wide news coverage 
9 in your local markets at a local price... 
eC V e got the big news filmed as it happens... 


rushed to your TV audiences as soon as 
it happens. 


Gathered by on-the-scene NBC cameramen 
throughout the world, this 15-minute NBC 


Daily News Report is flown from New York to 
local stations Several times a day. 


This gives you an exclusive up-dated news 
y hews program daily. A weekly 15-minute news 


summary is also available. 


Sponsorship may still be open in your 
, local markets. For further informat ite, 
(and weekly SUMIMANIES, too) eal markets. For further information wrt 
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Eisenhower Meets Public on TV— 
with Skillful Guidance from BBDO 


New York, June 4—Just as’ President Roosevelt created the 
Franklin D. Roosevelt took to ra- fireside chat—a person-to-person 
dio to keep in touch with the peo- talk via radio—as his way of keep- 
ple, Dwight D. Eisenhower has | ing in touch with the man in the 
turned to television as a vehicle street. Apparently this is consid- 
for carrying his message to the ered too static for the TV audi- 
populace. ence. 

Last night the President and President Eisenhower used a 
four members of his cabinet went | sort of panel discussion format, 
before the TV cameras to make a | with department heads doing most 
report to the nation on the prob- of the talking, while the President 
lems facing the government. Their broke in occasionally with a ques- 
remarks were carried on radio as tion to clarify an issue or call at- 
well as television networks, but | tention to a point which he wished 
the emphasis in planning the pro- | to emphasize. As the program pro- 


Nae) es ea 


nee ~ 
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gram was on TV. 

President Eisenhower, Secretar- 
ies Hobby, Humphrey and Benson 
and Attorney General Brownell all 
carried out their roles in a manner 
befitting a top Nielsen rating. 


es Mr. and Mrs. American sitting 
at home probably considered this 
professionalism a happy happen- 
stance. People in the advertising 
and TV trade knew better. Be- 
hind the split-second timing and 
no-waste wordage of the simul- 
cast, they could see the firm guid- 
ance of one of the country’s top 
television agencies—Batten, Bar- 
ton, Durstine & Osborn. 

For two weeks, Ben Duffy, pres- 
ident of BBDO, and a corps of 
assistants had been in Washington 
helping to put the show together. 
BBDO was one of two agencies 
which directed the advertising 
strategy of the Republicans in the 
Presidential campaign. It was Mr. 
Duffy and his aides who worked 
out the format for last night’s 
telecast. 

Assigned to the project, along 
with BBDO’s top man, reportedly 
were Jock Elliott, Mr. Duffy’s as- 
sistant; Hugh Rogers, who worked 
with CBS-TV’s Chuck Hill in di- 
recting the show; Arnold Leo, Don 
Rowe and Mary Ellen White, all 
of whom collaborated on the pro- 
duction. 


gressed, it was clear that it was 
| following the TV maxims of keep- 
it-moving and keep-it-visual. 

Ike moved away from his desk 
from time to time, used illustrative 
charts and turned to a basket of 
mail to read a letter from a sym- 
pathetic housewife, who figured 
| that trying to balance a family 
| budget is so hard that balancing a 
country’s budget must be many 
times more difficult. The Secretar- 
ies also made it visual by liberal 
use of charts and maps. 


s No special lights were installed 
in the west wing of the White 
House from which the telecast 
originated. All the participants 
wore a light covering of makeup. 

Appearances to the contrary, the 
program was ad-lib, with the 
speakers using no Teleprompter 
but only cue cards to keep things 
moving. Mrs. Hobby apparently 
had notes in her lap which she 
glanced at from time to time. 
There were two rehearsals of the 
30-minute program—‘strictly for 
timing purposes.” 

When asked how it felt to be an 
important man behind the scenes 
for this precedent-setting tele- 
cast, Mr. Duffy said modestly: 
“We were very happy to have a 
small part in it. We thought the 
President and the Secretaries did 
a wonderful job.” 


Oxford Mill Boosts 
Book Paper Prices; 
Others May Follow 


New York, June 4—Higher 
prices on book paper are fore- 
shadowed in an announcement by 
Oxford Paper Co. of an increase 
of $5 a ton on its engraver-tone 
machine coated stock and $8 a ton 
on its publication text stock. The 
higher prices are effective as of 
May 29 on spot sales and July 1 on 
contract. 

While no other mills have an- 
nounced price changes, it is gen- 
erally conceded in the paper trade 
that higher prices on machine 
coated paper, and probably other 
grades, are to be expected within 
the next two or three weeks. 

So long as production ratios 
continue to run above 90%, job- 
bers say the chances of mill prices 
stiffening are more than an even 
bet. Most dealers anticipate a 
higher price scale for book paper 
over the remainder of the year. 

Demand continues strong, in- 
ventories for spot sales are rela- 
tively small, and most mills have 
a backlog of orders. 


s The market on newsprint con- 


tinues unchanged at $126 a ton) | 
delivered here. Some dealers talk | 


about the possibility of stiffer 
prices, but at the moment, with 


demand and supply in compara- | 


tively even balance, there are no 
clean-cut indications that either 
Canadian or domestic mills con- 
template price changes. 

It is significant, however, that 
consumption of newsprint contin- 
ues to exceed production. News- 
print output for the first four 


provides a 


‘Press not under 
the influence of 


advertisers 


“With considerable knowledge 
of the field, and as one taking 
part in the expenditure of several 


‘HE DOESN’T LIKE ADVERTISING, SO HE’S NATIONALISED IT!’ 


This cartoon, reproduced by permission of the “Sunday Dispatch,” 
tting postscript to the controversy on whether Mr. 
Bevan should have been invited to speak at the Eastbourne Con- 
ference. of the Advertising Association. His visit—and its conse- 
quent publicity—is still arousing tremendous interest. 
Friday the telephone rang in “Advertiser's Weekly” office. It 
was “Advertising Age” calling from Chicago. 
to know just what advertising folk in Britain think about ~ 
Bevan's speech,” said the caller. Why 


\Subscriber-Vision 
Fare to Be Shown 
to 10,000 in N. Y. 


New York, June 4—People in 
this area are going to get an op- 
portunity to see what those jum- 
bled pictures they sometimes tune 
in on WOR-TV are all about. 

Skiatron Electronic & Television 
Corp., which has been testing its 
system for coding and decoding 
telecasts over WOR-TV for the 
past 30 months, will demonstrate 
its Subscriber-Vision to the public 
next week. Starting June 8 (Mon- 
day), with a press showing, the 
demonstrations will continue 
through June 17 at the Belmont- 
Plaza Hotel. 

Some 10,000 free tickets will be 
handed out on a first-come, first- 
served basis. This will be the pub- 
lic’s first look at the Skiatron ver- 
sion of pay-as-you-see TV. Previ- 
ous tests on WOR-TV—under an 
experimental license—have broad- 
cast scrambled pictures only. At 
the showing here this week, Mr. 
and Mrs. Set Owner will find out 
how the system works and what 
kind of reception they might ex- 
pect if they paid the admission 
charge to bring such a telecast 
into their home. 


Last 


“Our readers want s Arthur Levey, president of Ski- 
atron, said the company will peti- 


tion the Federal Communications 


“How did they react? 
was he invited?” 


million pounds a year in adver- 
tising. my experience is that no 
attempt has ever been made by 
the mass of advertisers in this 
country to bring any pressure to 
bear on the editorial policies of 


Voice & Vision form U.S. associate 


Voice & Vision Ltd, have 
formed an associate organisation. 


FUROR—British admen are still debating the advisability of having invited An- 
eurin Bevan to speak at the Eastbourne Conference of the Advertising Assn. Critics 
point out that it was inadvisable to choose so popular a figure whose speech would 
be against advertising and give the meeting so much bad publicity. Advertiser's 
Weekly May 14 reproduced this cartoon from a British newspaper and mentions 
AA's transatlantic call as examples of how much interest the speech aroused. 


Commission this fall for a commer- 
cial license for Subscriber-Vision. 
This indicates that Skiatron does 
not plan to make an in-home test 
of its system before asking for 
federal sanction as Zenith Radio 
Corp. did with Phonevision. 

Next week’s closed circuit tele- 
cast will include a variety of fare. 
The Skiatron electronic coder, 


International is William Pettit, 
who has worked with Capels Ad- 


ATLANTIC Crry, June 4—Philco 


Corp. has increased its advertis- 


months showed a drop of 28,208 ing and promotional allocations for 
tons or 1.2% over the similar peri- the last half of this year and will 
od of °52, while consumption spend between $15,000,000 and 


showed a gain for the period of | $20,000,000 during that period to 


Philco to Invest Up to $20,000,000 
in Six-Month Campaign for New Line 


packaged in two_ suitcase-size 
units, can be used by any televi- 
sion station, Mr. Levey explained. 
A small decoder, with an index- 
like card, is attached to the set to 
restore order to the sound and pic- 
ture. 

“Subscriber-Vision works now,” 
Mr. Levey said. “Anyone who can 
read and push a button can con- 


“Philco Playhouse” on NBC-TV 
Sunday nights and the daily 


“Breakfast Club” on ABC radio. 

Hutchins Advertising Co., Phila- 

delphia, is the Philco agency. 
The new television line includes 


trol it. When and if the FCC ap- 
proves its commercial use, TV set 
owners, paying nominal charges, 
should be able before long to see 


2.8% (AA, June 1). 


Joins Fletcher Smith 


Frank P. Dunn, independent pro- 
ducer-director, 
ated with Bob Loewi Productions, 
has been added to the executive 
staff of Fletcher Smith Studios, | 
New York producer of films and | 


formerly associ- | 


push its new extensive line of 
television and radio receivers and 
a new system of high-fidelity 
‘sound reproduction. 

For the first time in many years, 
'Philco will put a great deal more 
emphasis on its radio-phonograph 
line, but a big portion of the in- 


sales presentations /creased budget will go toward 
; pushing a new line of 47 television 


models. 
CBS Radio Names Lochridge  _ The new TV line and the new 


Ben Lochridge, formerly west-|jine of radios and radio-phono- 


orn advertising, manager, of Ideal’ graphs, including. the Phonorama, 


l f the D it office 2 combination embodying high- 
of CBS Radio. ” ic tesla the "Ce | tidelity reproduction with full di- 


/mension sound, will be presented | 
Inman Named Old Colony A.M. to 7,500 Philco dealers June 8 in 
Arlin C. Inman, formerly adver- | Convention Hall here. The “mil- 
tising manager and buyer for Haas, |!ion-dollar” midsummer conven- 
Barauch & Co., Los Angeles, has | tion, the largest ever held by a 
been appointed advertising man- | single company here, begins June 
ager for Old Colony Paint & Chem- |7 and will end Wednesday. Dele- 
ical Co., Los Angeles. gates are here from 10 foreign 
countries, Hawaii and Alaska and 
every state in the union. 


™ |# John F. Gilligan, v.p. in charge 
' |of advertising, told ApverTIsING 
Ace Philco also will use direct 
mail in greater volume during the 
coming months than it did during 
the 1952 record year. Last year 
the company mailed out more than 
25,000,000 pieces of advertising. 
The complete fall-winter sched- 
ule has not been completed but 
it will include Better Homes & 
Gardens, Capper’s Farmer, Col- 
,\lier’s, Farm and Ranch-Southern 
>| | Agriculturist, Life, Look, Progres- 
= sive Farmer, The Saturday Eve- 
LEE WHITE has been elected a v.p. of Biow ning Post, Successful Farming and 
Co., New York. He is an account super-| Woman’s Home Companion. The 
visor on the Procter & Gamble account. ads will be supplemented by 


larger tube sizes, improved picture | first-run motion pictures, Broad- 
clarity and prismatic tuning. The way plays, grand operas, educa- 
new Phonorama combination ra- tional and cultural presentations 
dio-phonograph with high-fidelity and outstanding amateur and pro- 
reproduction is said to be the first | fessional sports events in their 
successful design of its kind in a homes.” 


single cabinet. It is the result of | 
five years’ top secret research. Al- | 
so to be introduced are nine other 
radiv-phonograph combinations, 
six table models, five clock radios | 
and four portable radios. 
major appliances and _ industrial | 


equipment also is being displayed. ' 


Heads Iowa Daily Press Assn. 


Herbert O. Tschudy, advertising 
manager of the Times-Republican, 
Marshalltown, Ia., has been named 
executive director of the Iowa 
Daily Press Assn. He succeeds 
George H. Williams. 


Sweeney Urges Radio Stations to Sell 
Retailers More Than Spots, 5-Day Strips 


Des MoIneEs, June 4—Kevin B. 
Sweeney, v.p. of Broadcast Adver- 
tising Bureau, this week offered 
some advice to radio stations that 
want to increase their retail busi- 
ness. 

He suggested: “If radio will | 
abandon selling department stores 
and specialty shops on the idea of 
Monday through Friday strips of 
programs and announcements as 
their only advertising effort, radio | 
will solve the problem of selling | 
important retailers within the next | 
18 months.” 

Mr. Sweeney spoke during the) 
BAB sales clinic held in conjunc-| 
tion with a meeting of the Iowa) 
Broadcasters Assn. He said BAB) 
this year hopes to educate radio} 
salesmen to the fact that retail | 
business fluctuates widely by) 
weeks and months of the year. For 
example, he said, credit jewelers 
chalk up more than a fourth of 
their total annual sales in one’ 


month and furniture stores in most 
cities spend more than half of their 
ad budget on one day of the week. 

The subject of shortie announce- 
ments—eight to ten-word spots— 
was one on which the broadcasters 
could not agree. Some stations re- 
ported shorties had helped to bring 
in new business; others criticized 
this form of announcement as bad 
programming. 


NBC Appoints Cleaver 

Frank Cleaver, formerly with 
Universal Pictures Co. and Para- 
mount Pictures Corp., has been 
named television program manager 
of National Broadcasting Co.’s 
West Coast programs. 


E. W. Reynolds Boosts Banks 


Frederick J. Banks, since 1947 
Toronto office manager with E. W. 
Reynolds Ltd., Toronto and Mon- 
has been promoted 
the 


treal agency, 
to secretary-treasurer of 
agency. 


—— 
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Alexander Block, 
Block Drug Founder 
and Chairman, Dies | 


New York, June 3—Alexander | 
Block, 71, founder and _ board’ 
chairman of Block Drug Co., a. 
pioneer in the development of am-| 
moniated tooth powders and 
pastes, died yesterday. He founded 
the drug company in 1911 as a| 
wholesale organization. In the late’ 
1920s it was expanded into a man-| 
ufacturing operation. | 

Mr. Block’s introduction of. 
Amm-i-dent tooth powder in the) 
fall of 1948, accompanied by a 
wide advertising campaign, gave) 
the company a strong sales posi-| 
tion within a few months. By the’ 
following year, it was estimated | 
that 20 companies had entered or) 
planned to enter the field of am-. 
moniated dentifrices. By 1952 the 
original Block advertising budget | 
of $400,000 had been increased to) 
$2,500,000 (AA, Jan. 21, ’52). Cecil | 
& Presbrey serviced the account. | 


# Mr. Block was graduated from 
Columbia University school of 
pharmacy in 1907 and entered the | 
retail drug business in Brooklyn. 
Four years later he established 
himself as a wholesale druggist, 
and later entered the manufactur- 
ing field. | 

His son Melvin is president of | 
the company. Another son, Leon- 
ard, is treasurer, and a son-in-law, 
Albert Roberts, is production chief. | 


MICHAEL L. GOODMAN 


ScRANTON, Pa., June 3—Michael | 
L. Goodman, 72, co-publisher of | 
the Scranton Tribune and the. 
Scrantonian, died yesterday at his) 
winter home in Miami Beach, Fla., | 
of a heart attack. 

Born in Austria, he was brought 
to this country at the age of 11. 
He received no formal education, | 
but a contest sponsored by the old | 
Scranton Sunday Free Press en-| 
abled him to win a scholarship to 
a circulation course at the former 
Wood Business College. As a re-| 
sult, Mr. Goodman became circu- 
lation manager of the Scrantonian 
at the age of 17. | 

In 1918 he became secretary of 
the newspaper and nine years la- 
ter was made secretary-treasurer 
and general manager. In March, 
1938, with Richard Little Jr., Mr. 
Goodman acquired the Tribune. 
He also founded Anthracite News 
Co., one of the largest distributors 
of magazines and newspapers in 
northeastern Pennsylvania. 

Mr. Goodman’s son, Herman, is 
v.p. of the Scrantonian and busi- 
ness manager of the Tribune, and 
a brother, Morris, is head of An- 
thracite News Co. Mr. Little con- 
tinues as co-publisher of the two 
newspapers. 


T. BLAIR WALLACE 

PITTSBURGH, June 2—T. Blair 
Wallace, 31, account executive of 
Walker & Downing, died May 27 
following a long illness. 

Mr. Wallace, a native of Pitts- 
burgh, was graduated in 1942 from 
Pennsylvania State College where 
he majored in advertising. He 
worked for Kellogg Co. for two 
years before joining Walker & 
Downing in 1946. 


ALEX N. McINTOSH 

Toronto, June 2—Alex N. Mc- 
Intosh, 72, former board chairman 
of McKim Advertising, died at his 
home May 28. 


WALTER ORR MILLINGER 


Cuicaco, June 2—Walter Orr 
Millinger, 80, a veteran advertis- 
ing man, died May 26. 

Mr. Millinger, who was born in 
Pittsburgh, started his career with 
Nelson Chesman Co.’s Pittsburgh 
branch in 1899. In 1902 he became 
a partner in the William S. Power 
Agency in Pittsburgh and later 
joined the old Scripps-McRae 


| Newspapers as a salesman. 


- Co. and Butterick Publishing Co., Waterloo, and became active in CBS-TV June 28. 


the western sales staff. Mr. Mill- KXEL, Waterloo, in 1940. 


65 


,Waterloo Tribun which he sold M&M candy’s current television of- | 
He then became associated with in 1938 to the Wat: ~!o0 Courier. He fering, “Candy Carnival” (placed 
Erwin, Wasey & Co., Joseph Katz’ was one of the fo inders of WMT, through Esty), ends it run on 


JUST ASK FOR MARIE: 


m ressing at 
where he remained for 17 years on the Higgins comp.iy. operator of livery & Je ; 
Miller Joins ‘Better Living’ BM of experienced rsonnel.._ charge 

John E. Miller, formerly with) isos 
Quick, has joined the advertising Now in.qur 24rd successful year. 
sales staff of Better Living. 


l a OA GN: Se Gwe Ds SD! ee » 
The QUAD-CITIES 


No. 1 Radio Station... WHBF 


accurate work, plenty 


inger joined Pictorial Review in’ 


1935 and later worked for Henri, WARTIN WIE! 
Hurst & McDonald before his re-. J. MER 
New York, June 4—Martin J.) 


tirement in 1940. | ' 

Wiemer, 60, assistt treasurer and! 
credit manager of McGraw-Hill 
C. S. WALLING Publishing Co., cdicd yesterday at 

OskaLoosa, Ia., June 2—C. S. his home in Fores: Hills, after an 
Walling, 85, publisher of the illness of several months. He had 4 
Oskaloosa Herald, died last week served 40 years w!th McGraw-Hill. 
at his home here. Mr. Walling had) 4% . ’ 
been associated with the daily yagm Names Durstine joins the nation’s 
since his graduation from college. Buys ‘Johnny Jupiter’ 


His son, A. K. Walling, is general . No. 1 Radio Network i (BS 
| Roy S. Durstine Inc., New York, 5 


manager of the Herald. , 
. ‘has been appointed to handle the Effective July 1, 1953 


advertising of Hawley & Hoops, Leslie C. Johnson, V.P. and Gen. Mgr. O-Ccer 
WILLIAM A. REED Newark, maker of M&M candies. o% voma ro, 


WATERLOO, IA., June 2—William William Esty & Co. formerly was 
A. Reed, 82, treasurer and a di- | the agency. Durstine’s first buy for | 
ing Co., died last week after suf- “Johnny Jupiter,” now aired live) é Tv. 
fering a stroke. beens ~/ helhamamaa Deca Le TELCO BUILDING, ROCK ISLAND, ILLINOIS 
Mr. Reed became owner of the “The 30-minute satirical fantasy, Represented by Avery-Knodel, Inc 
Record, Oelwein, Ia., in 1894 and | which stars Vaughn Taylor, will be ye ee ; 
later editor and publisher of the televised in from 65 to 75 markets. | 


24-HOUR 
SALESMAN ... 


The ‘yellow pages’ of telephone directories 


This “salesman” will work around the clock to help sell your products 
or services. It is Trade Mark Service in the ‘yellow pages’ of telephone 


directories. peemanct aa _ 
features. ete £ 
When your trade-mark or brand name appears in the ‘yellow pages’ it a am, Se ou FVINRUDE 
makes no difference what hour prospects think of your product. They tory parts and expert 
can find where to buy it merely by reaching for the ‘yellow pages’. 
“WHERE TO BUY THEM” 


Trade Mark Service fits any distribution set-up. You can use it in 
40,000,000 directories across the nation or, if you prefer, cover specific 
regional markets. And each directory works a full 24-hour day! 


For further information, call your telephone business office or see Standard Rate and Data (Consumer Edition). 
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of interest to you: 


Nineteen years experience, yet still 


OPEN LETTER TO PRESIDENTS 
AND VICE-PRESIDENTS 


Sirs: If you have an unoccupied office and/or desk, and would like to 
have a hard-working ad executive to go with these items, this may be 


A seasoned advertising administrator, now advertising and sales promo- 
tion manager for a very famous national firm, wants to move on to 
bigger and better things. He is an idea man; a versatile writer; knows 
production; good expediter and an all ‘round advertising executive. 


Plenty of energy and drive. Works well with agencies and top manage- 
ment. Gets things done, and gets them done right. 


PS: The office need not be paneled, but the desk should be a good, 
sturdy one that will stand up under a heavy load. Looking for a tough 
job, but an important one. Salary $20,000. 

BOX 534, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


in his forties. 


RADIO-TV ACCOUNT SUPERVISOR 


Major Chicago Advertising Agency has position open in ex- 
panding Radio-TV Dept. for a man to supervise Radio and TV 
client sponsored shows and related agency activity. 


To qualify, applicant must be between 30-37 years of age, have 
a thorough knowledge of TV production and operational pro- 
cedures and a familiarity with similar activities in radio. 
Experience working with or in an agency is highly desirable. 


Position offers unusual opportunity for advancement. 


Write P.O. Box 3576, Chicago 54, Illinois, 
stating qualifications and salary desired. 


AE AVAILABLE 


Young, experienced account executive 
seeks larger opportunity. Meets well. . . 
wears well. Outstanding record of client 
service. Offers bonus of idea-filled mind 
. . « Copywriting, layout ability. Seven 
years present connection. Strong on farm 
accounts. College trained. 
Box 537 ADVERTISING AGE 
200 E. Ilinois St., Chicago 11, Il. 


NEED A WOMAN? 


Advertising-Merchandising Executive, 15 
years agencies, manufacturers, retailers, 
conducting national campaigns, promo- 
tions; widely-known expert apparel, tex- 
tile, household flelds. Presently Advertis- 
ing Manager country’s largest manufac- 
turer under-apparel. 
Box 536, ADVERTISING AGE 

801 Second Ave. New York 17, N. Y. 


Information for Advertisers 


No. 4677. Choosing Ink Colors in 
Packaging. 


“Color for Package Printing” is. 


a booklet published by Printing 
Ink division of Interchemical Corp. 
It contains data on guides to visi- 
bility and legibility of packages; 
proper package color contrasts; 
color selection according to con- 
trast or harmony; new inks and 
processes; a check list for selec- 
tion of packaging inks; a partial 
check list before designing pack- 
ages. 


No. 4680. Increase in Mechaniza- 
tion of Kansas Farms. 
A study of Kansas Farmer sub- 
scribers indicates an appreciable 
increase in mechanization on Kan- 


sas farms. Charts show number of : 
units, | 


automobiles, automotive 
trucks and tractors per 1,000 sub- 
scriber farms for 1950 vs. 1952 plus 
the state average according to the 
1950 Census of Agriculture. 


No. 4681. Oshkosh, Wis., Standard 
Market Data Folder. 


This folder published by the potential for various kinds of prod-| 
Oshkosh Daily Northwestern con- ucts. The data covers 501 market. 


tains data on the Oshkosh trading 
area. 


No. 4683. Cigaret Purchases vs. 
| Cigaret Advertising. 

A 32-page folder offered by 
Redbook reports results of a pilot 
| study in the New York market to 
determine the effect of cigaret ad- 
_vertising on buying habits. The 
_study is based on 1,038 interviews 
with cigaret purchasers. 


No. 4684. Feminine Audiences of 

America’s Major Magazines. 

Age, income, marital status, 
number of children and readers per 
100 copies among women readers 
of major magazines are shown in 
this study, which also compares 
characteristics of the Dell Modern 
Group readers with those of other 
magazine audiences. 


No. 4685. Market Areas in the U. S. 

Produced to assist the manage- 
ment of companies selling consum- 
er products or services, this book, 
|issued by Curtis Publishing Co., 


|contains market maps outlining 


U.S. market areas, and shows how 
‘to determine each area’s market 


centers and the counties compris- 
|ing their surrounding market. 


Note: Inquiries for the items listed above will not be serviced beyond July 20. 


USE-COUPON TO OBTAIN INFORMATION , 


1 

| Readers Service Dept., ApveRTISING AGE 

j 200 E. Illinois St., Chicago 11, Ill. 

: Please send me the following (insert number of each item wanted 

| —please print or type) 
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THE ADVERTISING MARKET PLACE 


Rates: $1.00 per line, minimum charge $4.00. Cash with order. Figure all cap 


lines (maximum—two) 30 letters and 


spaces pe: line; upper & lower case 40 


per line. Add two lines for box number. Deadline Wednesday noon 12 days 
preceding publication date. Display classified takes card rate of $12.75 per 


| column inch. Regular card discounts, 


size and frequency, apply on display. 


Advertising Age, June 8, 1953 


| HELP WANTED 


. ADVERTISING COPY WRITER 
With strong promotional background for 


| world famous cosmetic mfr. Real oppty. 


| for advancement in very progressive, ex- 
| panding company. Our employees know 


of this ad. Write 
Box 5778, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Il. 


ARTIST-LAYOUT 


i 


| Must be thoroughly experienced in wom- 


ccenangee nem emeonmngaascmrmmeanalimaaaas 9-90: ummm) outlying Chicago department store. 


HELP WANTED 


HELP WANTED 


r ! 
| CREATIVE LAYOUT ARTIST--Give com- 


| plete information about yourself and ex- 
| perience. Please do not apply unless def- 
| initely interested. This is not a replace- 
| ment but an addition to our staff. 

| Houck & Company, Inc., Advertising 
Box 540, Roanoke, Virginia 

| PRODUCTION MANAGER experienced 
| directing and training staff; needs basic 
| ability to set up work quotas and instruct 
clearly but major requirement is success- 
ful record as executive. Opportunity for 


tive seeking wider responsibilities. Steady 
year-round job, air-conditioned plant, 
many insurance, bonus and pension bene- 
| fits. Reply confidential 
ground, reason for change. 

Box 5787, ADVERTISING AGE 

200 E. Illinois St. Chicago 11, III. 

MAN OR WOMAN 
RADIO-TV DIRECTOR 

This is a good job. I know, because it’s 
my job right now, (and only a husband 


fills this position should have a concrete 
working knowledge of radio and TV... 
a creative flair, plus the ability to pro- 
duce those ideas effective on the screen 
and air. Fashion background desirable, 
but not imperative. If this becomes your 
job—-you'll have a terrific boss (Mr. Sachs 
himself) you'll be working on (a) the only 
local simulcast in Chicago. ..(b) the oldest 
local show in the country (19 years)... 
(c) and the Chicago show with the highest 
rating (16.2). This job is no ‘‘snap’’—it'll 
be hard work, and it'll be worth it. 
DO NOT CALL—Please 
your complete 
Wright, 
Morris B. Sachs, Inc., 6638 
Halsted, Chicago 21, Illinois 
Old established Middle West feed manu- 
facturer seeking advertising man. Experi- 
enced. Good References. 
Box 5774, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Il. 
Sales Promotion and Direct Mail Enthusi- 
ast...one who believes that magazine, 
newspaper and radio advertising are sec- 
ondary. This man should have had wide 
direct mail experience in both consumer 
|; and industrial fields, and not be afraid to 
| tackle either large or small accounts. 
We're not looking for a specialist in trick 
mailings or gimicks, but some one who 
has proved the power of sincere and help- 
ful selling by mail. 
Write: The Folks on Gospel Hill (Direct 
Mail and Sales Promotion Specialists), 
Marion, Ohio, giving full details. This pos- 


send 
resume to Pat 


L ition is open immediately. 


MOLENE PERSONNEL 
SPECIALISTS IN GOOD JUDGMENT 
ANdover 3-4424 
| BANKERS BLDG. CHICAGO 11, IIl. 


ad manager, art director, account execu-| 


Please give back- | 


could drag me away!) The person who | 


Radio & TV Director, | 
Ss. 


AGENCY OPPORTUNITY 
I know of a spot in the busy South where 
an agency is needed. Would-be clients 


are waiting for me to set it up. I am) 


prepared to finance and counsel but can- 
| not devote my time to its operation. 
| A man is needed therefore who is capable 
'of assuming full responsibility and per- 
forming all tasks personally; planning, 
writing, selling. If this man can also do 
GOOD visuals or comprehensives, so much 
the better as the location is isolated from 
good art sources. 
A minimum of four national accounts are 
involvea at the start - enough to insure 
basic success for an unlimited future. 

If you are sufficiently experienced in all 


tunity - and have $5,000 you can invest 
in yourself, write in confidence detailing 
national accounts on which you have per- 
formed key duties. Please send photo; 
give family and business background. 
Box 5766, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
BARNARD 
A service or employers and applicants in 
the fields of advertising and publishing. 
Office ane Professional CEntral 6-3178 
176 W. Adams Street Chicago 3, Ill. 


Copywriter needed immediately by fastest 
growing Mid-West advertising agency. 
Must have TV and radio background in 
both copy and production, capable of or- 
iginating and following through on hard- 
selling ideas. 

This is a man-size job with a real future. 
Send picture, full particulars of back- 
ground and salary requirements imme- 
| diately to Box 5777, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Il. 


SPACE SALESMAN. Expansion of the 
| Chicago branch requires addition of two 


men. Trade, class and ind. pubs. Exp. de- | 


sired but secondary to a sound sales mind. 


Salary expenses and _ incentive. 


cago 1. 


Chicago office of leading radio and TV 
station representatives has excellent posi- 
tion open for radio salesman. Experience 
in national sales with representative or 
station helpful. Excellent opportunity. 

Box 5792, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 


ADVERTISING & PUBLISHING 

| FOR ALL TYPES OF PLACEMENTS 

|, GEORGE WILLIAMS - PLACEMENTS 
209 S. State St. Ha 7-1991 Chicago 


ARTIST WANTED 
Northwest Ohio agency has opening for 
an experienced creative layout man cap- 
able of turning out smart comps. for both 
consumer and industrial type accounts. 
Exceptional opportunity for 
man looking for a future as Art Director. 
Write freely stating experience and salary 


| Space Salesmen. Leading poultry 
cation 450,000 circulation has midwestern 


salesmen to call on trade accounts. Large 
territories requiring a lot of travel. We 
furnish car and traveling expenses. Write 
full details as to age, education, salary re- 
quirements, and complete details to Box 
5775, ADVERTISING AGE, 200 E. Illinois 
St., Chicago 11, Il. 
Fast growing, well 
Agency needs two experienced account 
executives with industrial or consumer 
background. All replies held in strict con- 
fidence. Our staff knows of this adver- 
tisement. Write 

Box 5790, ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Il. 


ADVERTISING ART SALESMAN 


financed Indiana 


variety of national accounts, needs experi- 
enced art salesmen. For further details 
write to 

Box 5776, ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Tl. 


ILLUSTRATOR 

Wanted by leading Chicago art studio. 
$200 WEEK MINIMUM GUARANTEE. 
Good figure man, all around work, black 
and white, color. Work on top accounts; 
must be excellent, experienced man. De. 
7-6133. 

Box 5767, ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Til. 


EDITOR FOR 
FURNITURE TRADE PAPER 
Must be experienced, willing to travel 
occasionally, good writer, fair speaker, 
public relations conscious. Send complete 
details for interview. 
Box 5781, ADVERTISING AGE 
801 Second Ave. New York 17, N. Y. 


publi- 


and eastern openings for aggressive space 


Growing commercial art studio, handling 


requirements. 
Box 5789, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, IL. 
CREATIVE WOMAN COPYWRITER 
Specialized financial agency 
ative woman under 40 with experience 
in newspaper, direct-mail, radio and TV. 
Must be college graduate with at least 
2 years practical experience. Agency ex- 
perience desirable. Send complete resume 
including salary requirements. 
Box 5779, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Il. 


ADVERTISING ACCOUNTANT 


tising agency practice, we will add a CPA 
to our staff who will specialize in adver- 
tising agency accounting and system work 
and who will be trained in advertising 
agency financial management problems. 
Only a mature person with considerable 
experience - a CPA -with a high degree 
of socia land technical skill can qualify 
for this unusual and challenging position. 
Of course, the compensation is commen- 
surate with the unusual ability that we 
are seeking. 

RUBEL, FIELDS, GODOW AND 

LAWRENCE 
141 West Jackson Boulevard 
Chicago 4, Illinois 

DISPLAY SALES REPRESENTATIVES 
Advertising sign and display manufac- 
turer wants competent representation in 
open territories. Complete design and 
production facilities available for P.O.P., 
dealer identification and highway dis- 
plays. Replies are confidential and each 
will be acknowledged. Please indicate 
territory covered and present accounts 
handled. Personal interviews can be ar- 
ranged. 

Box 5780, ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Il. 


phases to embrace and mature this oppor-~ 


Ra. 6-| 
4145. Suite 776, 35 E. Wacker Drive, Chi- | 


the right) 


wants cre-| 


Because of our rapidly expanding adver- | 


|en’s and children’s fashions. 
MADIGAN BROTHERS 
| 4030 W. Madison Van Buren 6-5300 


FRED J. MASTERSON 
ADVERTISING - PUBLISHING 

| All types of positions for men and women. 
| 185 N. Wabash Fr 2-0115 Chicago 


|HERE’S OPORTUNITY for a Chicago 
| gal...in a small ad agency in Chicago. 
Your work would be interesting always; 
| you'd work with pleasant people; you'd 
| be a part of the place; you’d have open 
invitation and opportunity to climb. We 
want someone 25-35, with trade magazine 
|or “house organ’ experience; want a 
| smart person, an agreeable, personable, 
| earnest person. We'd start you in typing, 
in proofreading, and some _ production. 
| You’d love it. We are rather famous, more 
| than 20 years old., All our people know of 
| this ad. Box 5786, Advertising Age, 200 E 
Illinois St., Chicago 11, Ill. 


POSITIONS WANTED 


| AD MGR. OR ASST. Magazine, direct 
| mail, newspaper advertising experience 


with one of the country’s largest concerns. 


Wants position with light industrial firm. 
Single, 30, coll. grad. Relocate. 

Box 5782, ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Il. 


YOUNG COPYWRITER-A.E. on industrial 
and retail accounts wants copy job in 
growing medium-size agency with oppor- 
tunity of furthering copy experience prior 
to returning to contact level. 

Box 5785, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 


CONTACT-IDEA MAN, FOOD EXPERI- 
ENCE - Young (32) ambitious and hard- 
working contact man wants more op- 
| portunity and responsibility with agcy. 
| Excellent exp. on top consumer food accts 
in highly competitive fields with one of 
the leading Chicago agencies. Thoro 
knowledge of all phases of marketing - 
sales, mdsing., research and adv. Sparks 
| ideas, but knows importance of proper 
follow thru, too. Good judge of copy, 
fine writer of concise and convincing plans 
and proposals. Not a floater - with present 
| agency 7 yrs. - but wants new opportu- 
| nity for growth and earnings. College 
| grad., MBA candidate NU night school. 
| Low 5-figure salary, Chicago preferred. 
| Interview can be arranged easily; write to 
Box 5769, ADVERTISING AGE 
| 200 E. Illinois St., Chicago 11, Il. 


| SPACE SALESMAN. Trade paper experi- 
|ence. Also general background copy and 
| layout. Good record space and product 
| sales. Opportunity main consideration. 
| Chicago headquarters preferred. Married. 
| Age 32. 

Box 5773, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Il. 


| PUBLIC RELATIONS MAN AVAILABLE 
| Writer. Editor. Photographer. 28, Vet., 
| B. A. Now emp. in PR. Adv. exp. Want 
| Product or trade assoc. Req. $5,600. 
Box 5783, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Il. 


| “BOSS” WANTED! 
| If you're a Sales Promotion Mgr., Ac- 
| count Executive, or an Ad Manager who 
| is looking for an assistant with “know- 
| how” to help lighten the load, read my 
resume which is .yours on request. Will 
relocate. 
Box 5784, ADVERTISING AGE 
| 801 Second Ave. New York 17, N. Y. 


WANT TO REPRESENT 
INDUSTRIAL PUBLICATION 
| Successful publishers’ representative de- 
sires additional magazine in Cleveland 
area. Have four years experience and 
well established with present magazine. 
Will work for regional representative in 
Cleveland area, or direct with publisher. 
Box 5723, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Tl. 


BUSINESS OPPORTUNITIES 


Opportunity for U. S. advertising agency 
to take shares in small, well organized, 
highly reputed agency, Mayfair, London, 
England. Spacious accomodation. Fully 
established and recognized. Equipped to 
handle any size apportionment. Could 
act as European office. 
Box 5788, ADVERTISING AGE 

801 Second Ave., New York 17, N. Y. 


NEED OFFICE SPACE? In exchange for 
handling about 15 letters a week and my 
phone calls, I will give you excellent 
LaSalle St. office space and ample time 
to develop your own free lance PR, art, 
or promotion business. 

Box 5791, ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Il. 


SPACE REPRESENTATIVES 


ADVERTISING SALESMAN 


AD AGENCY OR MANUFACTURER! 


One-Man production or catalog depart- 


Advertising Manager—doaily newspaper 
Advertising-Editorial Liaison—ieading 

| mass circulation national consumer mag. 
| Advertising Manager—industrial 

Account Executive—large agency 

Copy Director—national accounts 

. « « important only when you consider the 
hard work and experience thot put ‘em on 
my business cords.. School of Journalism 
graduate; learned advertising production 
the hard way; age 37; honestly believes 
advertising can make money for both of 
us; wants to talk job opportunity with good 
company in Southwest, Rocky Mountain or 
West Coast crea. Somewhere between oa 
beer and champaigne salary. Employed— 
not pressed for time—but would like to 
get movin’. Box 538, ADVERTISING AGE, 
200 East Illinois St., Chicago 11, IIinois 
P.S..-Mre. Box 538 is an executive adverti«- 


ing secretary, experienced in agency and 
radio . like to talk to her too? 


Well established publisher wants self-start- ment. Years of experience in writing, 
New Philadelphia Entertainment and old. ‘Must ay fe ey 2 "Pre- ogy by ‘oy . we 
i ; filed catalog selling experience would + 0 ayout, copy, typo, rough 
pene — i aggressive rep- helpful will “work” out ot New York or ||| art from idea to finished product. Agency 
esen ation. xcel ent possibilities for a Philadelphia office covering eastern territory. | experience. Know all phases of mail 
live-wire Rep with access to National Salary | and bonus arrangement. Expenses 1/1 order and ad production also. Presently 
Accounts and Advertising Agencies. Sor here’ io a tonl Opportunity, Write us yr PJ eee ya = 
giving al! pertinent information for personal arance. x . vertising 
INSIDE GREATER PHILADELPHIA interview in New Yor. as AGE Age, 200 E. Illinois St., Chicago 11, Ml. 
138 S. 9th St. Philadelphia 7, Penna. 801 Second Ave. New York 17, N. ¥. [| 
| 
| 
| TOP-NOTCH TRADE JOURNAL EDITOR 
TITLE s Over ten years experience in all phases 


ARTISTS! 
ARE YOU REPRESENTED 
IN CHICAGO? 


If not, Chicago’s fastest growing 
art & photography studio will 
consider the midwest represen- 
tation of a top quality New 
York or Los Angeles illustration 
group. 
Box 535, ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Ill. 


of production, editing, layout, writing 
and material gathering. Excellent public 
| speaker, group moderator experience. Ex- 
| tremely P & L, circulation, publicity and 
j advertising minded. Engineering back- 
| ground. Mid-west or west coast location 
| preferred. Top references. Box 530, Adver- 
| tising Age, 200 E. Illinois St., Chicago 
11, tl 


AVAILABLE! 

| SEASONED ACCOUNT EXECUTIVE 

j Ready immediately to assume responsi- 
| bility for hard-selling copy, plans and 
merchandising ideas—trade and consumer 
—all media.Would bring to your agency the 
support and benefits of 19 years of sound 
experience with durable goods advertisers, 
including many national ‘‘name”’ accounts. 
Let's talk. Box 539, ADVERTISING AGE. 
\ 200 E. Illinois St., Chicago 11, Ml 
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Amoco Chills Readers 
with Teaser on New 
Permalube Drive 


New York, June 2—American 
Oil Co. has been making quite an 


advertising splash over the past. 
two days with the introduction of 
its “New Permalube” motor oil. 

The fun began yesterday when 
eastern newspaper readers were 
unsettled by four different teaser 
ads which slapped the label, “Top 
Secret,” over pictures of shadowy 
briefcases, cops guarding labora- 
tories, etc. The only explanation 
was an order to “See Tomorrow’s 
Paper.” 

Today the secret came out in 
large ads in the same papers: 
Amoco’s improved Permalube is 
“so new, so advanced, it’s the oil 
of the future.” A huge can of oil 
against a background of interstel- 
lar space dramatized the idea. 


# Amoco says it will promote this 
theme during June in daily and 
weekly papers throughout its 18- 
state market area, together with 
radio, television, outdoor and ex- 
press truck posters, service station | 
posterettes and point of sale dis-_ 


plays. 
The other schedule includes) 
plugs on Amoco’s “Edward R.| 


Murrow and the News” program | 
over an 83-station CBS Radio net- | 
work, plus 20-second TV spots. | 
Amoco service stations will tie in 
to the celestial and futuristic ap-| 


SALESMAN 


to sell in Chicago our revolutionary 
new printing service that cuts 4- 
color printing prices 50 to 70% in 
quantities of 500 to 100,000. Un- 
believable but true. Beautiful repro- 
ductions. Every adv. agency, manu- 
facturer, or user of printing, a 
prospect. Anyone can now afford to 
use 4-color circulars or postcards. 
500 circulars, 80 lb. enamel (812x11), 
4 colors one side, reverse side one 
color complete including plates and 
comm. $88. Must be experienced 
in selling printing, artwork, news- 
paper or magazine space or TV time. 

iberal drawing account against 
commission for right man. State ex- 
perience and qualifications in reply. 


Box 527, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


| 
| 
| 


FOR 6 EMPLOYED 
SPACE SALESMEN | 
THIS MAY BE YOUR | 
BIG OPPORTUNITY | 


How would you like to own a |) 
big slice of an established in- || 
dustrial trade paper and work 
in your territory where you are | 
best established? | 
Publisher wants to retire and 
likes the idea of his reps own- 
ing the property rather than 
selling out in the usual manner. 
If you think you qualify for a 
hearing, send detailed résumé 
about yourself, in strictest con- 
fidence. Box 532, Advertising 
Age, 200 E. Illinois St., Chicago 
11, Il. 


EXECUTIVE ASSISTANT 
WANTED | 


Public relations and adver- 
tising executive of large 
Southwestern firm needs 
ambitious, qualified assist- 
ant. Public relations, ad- 
vertising or newspaper 
background essential. An 
outstanding opportunity for 
young man who qualifies. 
Starting salary $7,500. Send 
complete résumé of experi- 
ence. Box 529, Advertising 
Age, 200 E. Illinois St., Chi- | 
cago 11, Ill. 


proach by giving away an astro- 
nomical folder, “A Guide to the 
Stars,” by Robert A. Coles, chair- 
man of the Hayden Planetarium. 

Joseph Katz Co., Baltimore, is 
the agency. 


Hartford Printers Elect 


Elmer J. Grover, Connecticut 
Printers Inc., Hartford, has been 
named president of the Hartford 
Club of Printing House Craftsmen. 
Other officers elected are S. Philip 
Hallgren, Connecticut General Life 
Insurance Co., v.p.; Robert R. 
Patterson, Bond Press Inc., treas- 
urer, and Haige J. Garabedian, 


the Graphic Arts Trade Assn., sec- FREDERICK L. FISHER hos been named na- | 


retary. 


BotA Names Greer 


Norman J. Greer, formerly with 
Cosmopolitan, has been named a 
sales group head on the New York 
staff of the Bureau of Advertising, 
ANPA. The group will service ad- 
vertisers and agencies in such clas- 
sifications as building materials, 
household equipment and ethical 
drugs. 


| 


| tional sales promotion manager for Hiram 
| Walker Inc., Detroit. He has been with the 
| distiller since 1945. He will supervise all 
point of sale materic! for Canadian Club, 
Imperial, Walker's Deluxe and Ten High 
bourbons, Meadow trook rye and Hiram 
Walker’s gin, cordials, cocktails and vodka. 


Two to Ley & Livingston 

| Super Solv Products, Bakers- 
field, Cal., maker of consumer 
| cleaning solvents, and Lermac Inc., 


. 
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Emeryville, Cal., developer and) Television. A two-year contract 
maker of radio-activity equipment has been signed. The station is 
for atomic projects, have appointed owned by Harding College, Searcy, 
Ley & Livingston, San Francisco, Ark. WMC-TV, Memphis, is a Na- 
to direct their advertising. Lermac tional Broadcasting Co. affiliate. 


a use trade publications primar-_ 
ily. 


Milwaukee Sales Club Elects 


Robert W. Swain, Rex-O-Graph 
| Inc., has been elected president of 
the Sales Executives Club of Mil- 
waukee. Other officers elected are 
A. J. Guequierre Jr., E. R. Wagner 
Mfg. Co., v.p.; Dallas K. Rudrud, 
Hall Chevrolet Co., secretary, and 
Richard F. Redfield, Remington 
| Rand Inc., treasurer. 


Chadbourn Names McCarthy 

_ Charles E. McCarthy has been 
appointed v.p. in charge of sales 
of Chadbourn Hosiery Mills, Char- 
lotte, hosiery manufacturer. Mr. 
McCarthy was formerly sales man- 
ager of the unbranded division. 


CBS Signs WHBQ-TV, Memphis 


_ WHBQ-TV, Memphis’ second 
television station, to air in early 


fall, will be an affiliate of CBS-' 


FLORIDA 


‘ 
+ *. 


COVERED ONLY BY 
ORLANDO SENTINEL-STAR 


MORNING EVENING SUNDAY 
ORLANDO, FLORIDA _ 


Recent study reveals that in the Farmer-Stockman... 


Men wont Leyp out of 


nuns Soctin/ 


Truth will out! 


A recent study* among Farmer- 


Stockman farm readers reveals a phenomenally high 


women's readership of our women’s section. . .« 


and 


a surprisingly high percentage of MEN READERS, 


too! 


What’s so appealing? Turn page after page and you'll 
discover lots of pictures, recipes, cooking suggestions, 


household hints . . 


. plus plenty of features such as 


the Women’s Correspondence Section (survey shows 
hubby likes ’em all). 


the Farmer-Stockman 


ee ee ee ee ee ee See Me a et 


COMPLETELY NEW 
‘53 FORMAT 
GIVES ADVERTISERS 


SUCH ADVANTAGES AS: 
STANDARD PAGE SIZE 
LOWER 4 COLOR RATES 
LOWER PAGE RATE 


MAN! You just can’t blame the men for not keeping 
out of this popular Farmer-Stockman women’s sec- 
tion which represents over one-fourth of the editorial 


content of each issue. 


Neither can you blame advertisers for staying in this 
women’s section, month after month! Whether they’re 
selling food products, appliances, or the many other 


commodities which are used in the home... 


adver- 


tisers are finding the women’s section of the Farmer- 
Stockman a magic carpet to sales success in the rural 


Southwest! 


401,000 SUBSCRIBER FAMILIES 


Texas 220,836 
Oklahoma 121,818 
Kansas 24,510 
Arkanzas 20,876 


Missouri 5,119 
New Mexico 2,746 
Other States . 8,159 

TOTAL 401,318 


Serving the Rural Southwest for 42 Years 


OKLAHOMA Cl 


HIGH READERSHIP 


TY, 


OKLAHOMA ®@® DALLAS, 


“Complete details sent upon request. 


TEXAS 


Aflilicted with The Oklahoma Publishing Compeny — WKY and WKY-TV — The Daily Oklahoman, Oklahoma City Times 


Represented by THE KATZ AGENCY, INC 
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‘McCall's’ Sets Up 
Flexible Page Plan 


of 38 Combinations 


(Continued from Page 1) 
$2,930 and $3,465 for black and 
one color. 

The magazine said prices on all 
other units of space “are held at 
rates previously published.” These | 
include units like quarter-pages in | 


of particular interest te 


four-color, checkerboard spreads SRIPPERS BY BOAT, BAIL OD WASEET 
in four-color, and checkerboard Seeking Safety from 
pages in four-color and black and Breakage and Piijerage 


eae te oie atacand 


one color. Frequency discounts 
will be applied “in the same pro- 
portion as currently quoted on 
standard units.” All new units are | 
available with the August issue. | 


s William B. Carr, advertising di- | OLD STYLE—When the Women’s Advertis- 
rector, said 429-line advertisers | ing Club of St. Louis staged an exhibit of 
will be guaranteed editorial along- old and new advertising, Gaylord Con- 
side and beneath the ad with top | tainer Corp. was ready with the new, but 
and outside position on the page. since it is only 16 years old had nothing 
The 286-liner will be positioned at for the old category. A huddle in the ad- 
the top and outside of the page vertising department produced this authen- 
with one column of editorial guar- Po ag i hp cone ara 
a alengude. The 143-line unit|" oe ike Cae 

antee a ‘ , “tiger pet sociates, St. Louis, is the agency. 
will get one column of editorial | 
alongside. 

Spreads are also available 
the new units. 


eee wel again were. hen ees ae ae 


GAYLORD CONTAINER CORPORATION 
felet Louis, Mresoery 


line plate instead of the 680-line 
plate. The ad will appear as a 


in 


Mr. Carr said a printing develop- 


full page with no added mechani- 


Lever Bros. Elects 
Burding, Spears 
Marketing V. P.s 


New York, June 2—Lever Bros. | 
Co. has elected Warren N. Burd-— 
ing as marketing v.p. of the Lever | 
division and Robert G. Spears to. 
the same office in the Good Luck 
division, succeeding Mr. Burding. 

Mr. Burding will be in charge 
of domestic marketing of Lever) 
consumer soaps, synthetic deter- | 
gents and shortening. He succeeds | 
J. Lawrence Dampier, who has) 
taken a leave of absence following | 
a recent accident. Prior to joining | 
Lever in 1949, Mr. Burding was | 
v.p. in charge of the grocery di- 
|vision of Standard Brands Inc. 
| In his new position Mr. Spears 
_will be in charge of all marketing | 
|activities for Good Luck marga-| 
rine and the division’s related | 
food products. Formerly’ with) 
Standard Brands, he has been v.p. 
and general manager of the divi- | 
sion since joining Lever three) 
years ago. 


s The company also has appoint- | 
ed Warren Fales and Carl E. Rog- | 
ers assistant brand advertising | 


managers in the Lever division. 


Bee oO an eee 


Advertising Age, June 8, 1953 


FIRST BIRTHDAY—Reaching for their slices of Lifetime Living’s first birthday cake 
are (left to right) Frederic C. Decker, business manager; Ford Stewart, publisher 
of Christian Herald, and Charles A. Johnson, advertising director. 


Phone, Mail Orders 
Sought by Downtown | 
Stores, Survey Finds 


| turns. However, they consider this 
method a good way to develop 
business and say it is on the in- 
/crease. Many expressed the hope 
ithat mail and telephone orders 


cal cost to the advertiser. This 
new process, said Mr. Carr, pro- 


ment now makes it possible for an 
advertiser to buy a full 680-line 


executive with Doherty, Clifford 


Mr. Fales has been an account| 


| New York, June 4—Expanding 
*>|suburban communities are forcing 


would become the largest service 
revenue. 
Smaller stores typically made 


page in McCall’s in four colors and 


duces the enlarged ad in a high 


supply the magazine with a 429-|degree of fidelity and identical 


screen. 


-KHIJ-TV to H-R Television 


users oF PASTE-UP-TYPE” 


; H-R_ Television Inc. will be 

Hew to gat hand ltd, offers Vibe thes national sales representative for 
i dk ; : KHJ-TV, Hollywood, Don Lee 

fy mpl pasts up fom, multi-unit of new station, effective June 15. John 


Blair & Co. will continue as repre- 
sentative for Don Lee radio prop- 
iy) erties. John Reynolds, sales man- 
ager, has been promoted to man- 
lager, with Howard Wheeler, ac- 
count executive, succeeding him. 
John Bradley, who has been sales 
representative for KHJ-TV in San 
Francisco, will join the H-R of- 
\fice in that city. 


PASTE-UP HAND LETTERIN 
al, pennies por werd! 
9 UP TO THE MINUTE STYLES @ 


€— WHITE FOR LITERATUREATRIALSAMPE = 


ONITIZED LETTERING” 


Oops G, 1S W. 46 STREET. NEW YORK 36,NY 


WARWICK PHOTOTYPE 
OFFERS 


Ony SIZe 


TYPE 


Any size machine-set type you want, 

with razor-sharp edges, from 4 pt. to several 
inches in height. Any intermediate size 

too, such as 20, 28, 67 pt., etc. The most 
wonderful latitude for layout and readability 
ever made available. This entire 

advertisement was set with Warwick Phototype. 
Write for the complete Phototype story today. 


WARWICK TYPOGRAPHERS, INC. 
Dept. A 24, 920 Washington Ave., St. Louis |, Mo. 
Overnight by air mail from most of U.S. 


WARWICK PHOTOTYPE. 


WARWICK SERVES CLIENTS IN 33 STATES, PUERTO RICO, MEXICO AND CUBA 


Steers & Shenfield for the past 
five years. Earlier, he was with 
National Biscuit Co. 

Mr. Rogers has been with Foote, 
Cone & Belding, Fred W. Amend 


to joining Lever, he was director 
of merchandising for the Waxed 
Paper Institute for three years. 


WGAR Drops Out of 
Competition with 
WERE for TV Permit 


CLEVELAND, June 4—Radio sta- 
tion WGAR, which for the past 
year has been in a contest with 
station WERE for rights to u.h.f. 
TV Channel 65 in this area, has 
withdrawn its application § be- 
fore the Federal Communications 
Commission. 

Explaining his station’s with- 
drawal, WGAR President John F. 
Patt blamed long delays involved 
in getting action from the FCC in 
markets already having some tele- 
vision service—and especially 
where a contest exists. 


'Co. and John F. Jelke Co. Prior | 


large downtown department stores no effort to attract these orders 
‘to solicit mail and telephone or-/ and said the majority of this kind 
‘ders to help develop added busi- of business comes directly through 
ness, according to a survey by De- specific sales persons, most of 
|partment Store Economist. whom had developed their own 
Newspapers are rated highest as clientele. The orders are insignifi- 
the medium to draw this business cant in relation to total volume, 
and direct mail is ranked second|they said, even when they are 
by all the stores. For the large actively promoted. 
stores (over $2,000,000 business | 
{annually) catalogs are third. For Sarco Names Rickard & Co. 
smaller stores, radio is the next) Sarco Co., New York, and Sarco 
important medium. Canada Ltd., Toronto manufac- 
| The publication’s survey was'turer of steam traps, temperature 
conducted among 266 large, medi- controls and heating specialties, 
d small department stores. | and Sarcotherm Controls Inc., New 


‘um an 
A full report is carried in the June YOrk manufacturer of weather 
compensating controls for hot wa- 


‘issue. ‘ 
The mail and telephone ertere | ee, See Page me 


are of greater importance to the york, to direct their advertising. 
larger stores; eight out of ten so-_ 
licit these orders. Smaller stores | 
attach less value to these orders | 
and only six out of ten ever seek 


them. 


| 


IT’S IN THE BAG 
when you use photos in your 
promotions. Surveys prove 
people prefer them. Pictorial 
mags. and newspapers reach 
top circulations because of 
them. SINGLE PRINTS or 
money-saving sub. avail- 
able. Write for FREE Proof- 
book No. 11. 

EYE*CATCHERS, Inc. 
207 E. 37th St., N. Y. City 16 


@ The larger stores, although they 

aggressively solicit this kind of 
business, admit it is not profitable 
due to cost of handling and re- | 


a “In contested applications of 
this kind, it seems apparent from | 
the time-table of the FCC that it | 
may be two years or longer before | 
hearings for additional facilities | 
in Cleveland might be heard,” he | 
declared. “By taking this action | 
now and leaving Channel 65 un-. 
contested, it is possible that Cleve- | 
land may receive additional TV) 
service several years earlier.” 

According to Mr. Patt, WGAR is) 
still eyeing TV possibilities, and | 
will now be in a position to pur- 
sue those involving “less delay and 
uncertainty.” 


Nielsen Boosts Churchill 


John K. Churchill, who joined 
A. C. Nielsen Co., Chicago, in 1952 
| as a v.p., has been promoted to as- 
sistant to the president. In his new 
post, Mr. Churchill will work with 
Arthur C. Nielsen, president, in the 
development of new media re- 
search techniques as well as on 
general company matters. He will 
transfer his headquarters from 
New York to Chicago. 


Photo Book Raises Rates 

| Modern Photography, New York, 
| will increase its b&w page rate 
| from $850 to $935 with the August 
‘issue. Other units will also be 
raised 10%. 


Harris Associates Moves 

| William Melish Harris Associ- 
‘ates, New York, merchandising 
|display consultant, designer and 
producer, has moved to larger 
| quarters at 25 Vanderbilt Ave. 
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WANTED- 
MAGAZINE CAPITAL 


us gl Publisher—with successful magazine background—requires additional 


we capital to launch a consumer magazine. 


bn This is strictly a speculation which—if successful offers tremendous 


possibilities for long-term capital gains. 


ew Advertising agency executives and publishers who have studied the 
Ja- 

ns, . . . . 

= project believe it has unusual merit. 

rial 

. of . . . ° . 

ar A substantial part of the amount required is now in the bank, in an 


des escrow agreement: and the project will stand the strictest investigation. 


This is one of those rare “flyers” where a small investment may make a 


killing—but it is not a project for widows or orphans. You will either 


lose your money or make a lot—it will be a feast or a famine. 


If interested, 


f write to Box 531, 


we ae ee a ae 


! 
\ 


Advertising Age, 801 Second Avenue, 


New York 17, N. Y. 
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Playtex Drives in Canada 


STUNTS 


“Human Nature Craves Novelty.’’ Orig- 
inality is often as effective as consist- 
ency in ““MAILVERTISING.”’ Resort to 
the unique for change of pace. Want 
ideas? Write on firm's letterhead. 


“That Fellow Wott 7 $i 


Leo P. Bott, Jr., 64 E. Jackson, Chicage 


nadian newspapers, 


To introduce its line of baby'| 
pants, Playtex Ltd., Montreal, is| 
using b&w rotogravure ads in Ca-| 
offering a 
booklet, “How to Control Diaper jt. 
Rash.” The account is handled by | 
Foote, Cone & Belding, Montreal. 


y 4 we en Cay Bk Bi He ee He ee ® 
You cover 3 of the 4 
Quad-cities... when you 


Lloyd Maxwell, famous racon- 
ur, golfer and advertising good 
fellow, told the Agate Club of Chi- 
cago at its annual golf tournament 
at Bob-O-Link May 22 how he 
narrowly missed serving as presi- 


magazine representatives in 1916. 

“After having been western 
manager of The American Weekly 
and American Monthly,” he re- 
called, “I had been appointed 
advertising manager of the 


You Ought he (4 Kuow e « Lloyd Maxwell | 


dent of this famous organization of, 


Lloyd, one of a famous family | 
of brothers active in advertising, | 
started his business career with| 
the Staver Carriage Co. of Chicago 
in 1900, becoming general sales and 
advertising manager in 1909. He) 
left in 1912 to join the western 
sales staff of Associated Sunday} 
Magazines, which he calls the fore-| 
runner of This Week Magazine, | 
and went with the Hearst publica-| 
tions in 1914. 


use these newspapers... 


read by 57% of all Quad-citians 'win, of Erwin, Wasey & Co., to 
ew <i>, 'give them my story, and they in 
wo, |turn invited me to lunch and of- 


MOLINE 


| Lipa 


‘new Hearst Magazine. I called 
;}on Lou Wasey and Charles Er- 


ROCK ISLAND 


| but when I accepted their offer 
|}and went into the agency business, 
I had to forego this honor.” 


fered me the job of vice-president | 
of the agency in charge of new’ 
business. I had been nominated | 
'for president of the Agate Club, | 


® His agency career, starting in| 


1916, saw him move from Erwin, 
Wasey in 1924 to Williams & 
Cunnyngham, of which he was 
v.p. and general manager, becom- 
ing majority stockholder before 


| es . 

@ Local dealers pitch in with enthusiastic promotional @ These quarter-page spots 
support when Lucky Strike’s traveling concert show, 
The American Way (Thursdays, CBS Radio), comes to 
town. Featuring Horace Heidt and his orchestra, this 
half-hour program gives young talent a chance for na- 
tional recognition and further appearances. Sponsorship 
of concerts by local organizations also gains good will. 


’ 
> 
® 

. 


es tee 
ee 
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© This bright, new campaign for The California Oil 
Company gets motorists’ attention—and gasoline purchases 
—with impressive, colorful 24-sheets. Ads identify Calso 
as the’ “High Road Octane” gasoline, stress the meaning 
and benefits of High Road Octane. The large-scale promo- 
tion gets support from point-of-sale aids, and space, radio 
and television advertising. 


to the Number One position in the hair-tonic field. 


new Tek—29¢ . . . No better brush at any price.” 


BATTEN, BARTON, DURSTINE & OSBORN, 


* BOSTON * 


INC, 


NEW YORK BUFFALO * CHICAGO + CLEVELAND + PITTSBURGH * MINNEAPOLIS * SAN FRANCISCO + HOLLYWOOD + 


Advertising 


LOS ANGELES * DETROIT 


Lloyd Maxwell 


agency career he has been respon- 


| sible for placing $150,000,000 worth 


| ° ° ° . 
| of business. He is active in the 


|management of a number of the 


quarters in Detroit, has opened 
a branch office at 2051 W. Wiscon- 
\sin Ave., Milwaukee. 


7 important accounts handled by the a 7 
Re ane tsea Te ome agency, Including the Milwaukee mo 
Roche, Williams & Cleary, and) ne ae ee OS had 
Lloyd holds the title of executive) , Liowd has the distinction of hav- a 
ha ‘ ; ..|ing served in three wars, start- U 
He estimates that during his ing as a bugler attached to the eRe 
headquarters of the Third Brigade can 
in Puerto Rico in the Spanish- dra 
i. American War. He was a major $67 
WY The American Way in the first World War and a col- T 
6)’ . onel in the second. In each con- me: 
Oo Pop Tonic | ‘flict he staged the famous Army ope 
137 Roadside Stoppers War Show, which toured the coun- tor: 
t oh try and raised over $1,000,000 on ut 
a4) Clean Look each occasion for the benefit of 3 
—_ | Army Emergency Relief. It gave to | 
the American public an eye-opener bas 
in modern methods of warfare. me 
The Maxwell family, which I 
moved from Ohio to South Dakota Mi 
when Lloyd was two years old, Ph 
produced four brothers who be- eve 
came famous in both advertising the 
and golf. Ray is on the staff of spe 
Ladies’ Home Journal in New att 
York; Clare was owner of the old if | 
Life and later sold the title to 
'Time Inc., which he served for five s 
— and Lee, who died in 1947, ins 
was president of Crowell Publish- rev 
ing Co. for a number of years. int 
# While the four brothers were ” 
active in the business in 1928, they sit 
formed a foursome which shot a of 
combined score of 301 at Midloth- ou 
ian, winning a club tournament. alc 
Lloyd has been a leader of the th 
Western Advertising Golfers’ Assn. tir 
since 1910, and has served as presi- “Ty 
dent three terms, besides being a th 
get exceptional results director since 1912. The club offers to 
for Wildroot Cream-Oil Hair Tonic. Studies show that a trophy bearing his name for an- mi 
: ; : nual competition. 
the ads, in over 50 national magazines, have readership Probably the thing which has 
rivaling full pages. Every cartoon is a sales point for the given him greatest satisfaction is os 
product. Short copy on the “Fingernail Test” continues a the success of the work of the Off- re 
theme that helped raise Wildroot, BBDO Buffalo client, the-Street Club, Chicago advertis- 
ing men’s favorite charity. A di- w 
rector for 40 years, he is now presi- fr 
dent, and has seen the work of the cy 
/club grow rapidly through gifts 
_and bequests. This year it has re- a 
‘ceived two bequests of $50,000 he 
| each. b: 
| He holds an honorary life mem- he 
bership in the Marshalltown, Ia., rt 
‘lodge of Elks, and was an officer al 
of the grand lodge of B.P.O.E. for wy 
'18 years. His friends regard this ti 
' distinction as significant, for they oO m 
insist that besides being a great SI 
| advertising man, he is also a prince yi 
of good fellows and easily one of e 
/the best people on earth. t} 
_Muehlebach Names Agency - 
Selders, Jones, Covington Inc., T 
Kansas City, Mo., has been ap- g 
pointed to handle advertising for it 
George Muehlebach Brewing Co., m 
Kansas City. Previously, the Chi- 
cago office of McCann-Erickson 
handled the account. : 
‘ 
SO fa os Stat J’ re Helene Curtis Names Frater I 
© Dramatic simplicity spotlights the product in this John M. -Frater, formerly as- t 
current two-color campaign for Tek 29¢ tooth brushes, a sistant advertising manager of f 
product of Tek Hughes, Division of Johnson & Johnson. ence Page remlige g Bg meee . 
Pointing up striking features of the new Tek, this announce- pom ny oe Gada Curtis Indus- ‘ 
ment ad indicates the clean technique to be employed in tries, Chicago. t 
subsequent ads. Headline makes direct sales point: “Get a t 
J Doner Opens Milwaukee Office : 
| W. B. Doner & Co., with head- 
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Cohen & Miller — 


| 


| 


to Pay Stations 


(Continued from Page 1) 
whether they were signed at all. 
Our word is all that matters. We| 
feel that even though broadcast-. 
ers were aware of our procedure 
on contracts and even though they 
knew of Phillips’ financial condi-. 
tion and accepted our orders for | 
placement of time, we feel that 
since it is the established custom 
for broadcasters to hold agencies| 
responsible for payment, we owe 
it to broadcasters and agencies 
everywhere not to do anything that 
would tend to destroy the structure 
of the industry.” 


= The issue developed late last 
month, after the federal court here 
had appointed aé_ée referee to 
straighten out the finances of the 
appliance chain. 

Under the instructions of the 
court, intensive merchandising 
came to a halt, and plans were 
drawn up to satisfy an estimated 
$675,000 of over-due bills. 

The stores, amply stocked with 
merchandise, have continued to 
operate, and this week the credi- 
tors approved a program which 
puts the chain on a cash basis for 
its current activities, and attempts 
to liquidate the old accounts on the 
basis of 20 equal monthly pay- 
ments. 

In its letter this week, Cohen & 
Miller asked the stations to go to 
Phillips first for payment. In the 
event of unsatisfactory settlement, 
the agency said, it will accept re- 
sponsibility for the losses, and will 
attempt to pay the difference “even 
if it takes the rest of our lives.” 


# The new letter to stations, “lay- 
ing bare our hearts and our souls,” 
revealed additional views about the 
intensive competition here among 
media and agencies. 

In a discussion of “an unfair 
situation” from the agency point 
of view, Cohen & Miller pointed 
out that Washington agencies get 
along fine with their clients—until 
the time comes to collect for the 
time purchased in their behalf. 
“The client, in many cases, takes 
this as a personal affront, an insult 
to his reputation and an impugn- 
ment of his friendship.” 

The letter maintained that radio 
and TV stations should help agen- 
cies make the client aware of his 
responsibility to pay promptly. 

It also lashed out at stations 
which accept business direct, or 
from other agencies, after an agen- 
cy drops a client as poor pay. 


® In its letter to the stations, Co- 
hen & Miller said, “We are laying 
bare our heart and soul, in the 
hope that it will quiet the vicious, 
rumors that have been circulated | 
about us, protect media every-| 
where, and correct an unfair situa- 
tion whereby advertising agencies 
must shoulder all the risk and re-| 
sponsibility for placement of ad- 
vertising, while receiving no coop- 
eration whatsoever from media in 
the matter of collections.” 

The letter was organized into a 
series of questions and answers. | 
The first was, “Is Cohen & Miller 
going out of business, or consider- 
ing bankruptcy, voluntary’ or 
otherwise?” 

The answer: “No. That would be 
the easy way out and Cohen & Mil- 
ler never does things the easy way. 
It would be a very simple matter 
to pay 10¢ on the dollar and start 
fresh, as other agencies have done 
in similar circumstances.” 


s In answering other questions, 
the agency brought out that the 
total billings in the Phillips affair 
amount to roughly $60,000, with 
11 stations involved. 

About $9,000 of this sum is due. 


Cohen & Miller for ad writing and! 
other services, and moneys paid 
out in Phillips’ behalf for purchase 
of printing, services and supplies. 
Another $7,500 or so of the total 
is represented in agency commis-| 
sions. 

After accepting moral responsi-_| 
bility for the settlements, the agen-_ 
cy pointed out that it is completely 
without resources, other than 
funds to meet its current obliga- 
tions. 

“(Q) You say that Cohen & Mil-. 
ler intends to meet all obligations | 
incurred on behalf of Phillips. How, 
do you expect to pay the broad-| 
casters if you don’t have the mon-, 
ey? 

“(A) Cohen & Miller’s attorney | 
has suggested to broadcasters that, 
they bill Phillips direct for all! 
past due balances and become. 
creditors of Phillips rather than of 
Cohen & Miller. This will benefit 
some of the smaller creditors, inas- 
much as smaller amounts will re- 
ceive preferred status. Invoices 
under $100 will be paid immediate- 
ly under the court’s confirmation 
of Phillips’ settlement plan. In- 
voices under $500 will be paid in 
six monthly instalments, and those 
above that amount will be paid in 
20 monthly instalments. 


= “(Q) What happens if Phillips 
defaults or makes a cash settle- 
ment? 

“(A) Cohen & Miller will be re- 
sponsible for any loss incurred by | 
any broadcaster except those that 
have kicked Cohen & Miller in the 
teeth when they were down. 

“(Q) By kicking you in the 
teeth, what exactly do you mean? 

“(A) Cohen & Miller means such 
things as refusing us recognition, 
placing us on a cash-in-advance 
basis, accepting business direct 
or through another agency after 
Cohen & Miller has canceled said 
business due to bad pay, or other- 
wise hampering our efforts to con- 
tinue in business without undue 
competitive disadvantage. 


s “(Q) Assuming that full settle- 
ment with the stations is not ac- 
complished in the normal proce- 
dure outlined, when do you expect 
to pay the broadcasters any differ- 
ence that may be involved? 

“(A) We wish we knew. It may 
take five years, it may take ten, 
and it may take the rest of our 
lives—but we will do it, as long 
as there is a Cohen & Miller agen- 
cy.” 

The agency said there will not 
be any special deals—that all 
broadcasters will be treated in the 
same manner. It expressed confi- 
dence that media will cooperate. 
“We don’t know how media can 
feel any way but kindly toward 
Cohen & Miller,” the letter said. 
“After all, during the past seven | 
years, we have sold for media up- 
wards of $8,000,000 worth of time 
and space. Roughly 75% 
total represents new business that 
we created. It would have cost 


' media more than $1,000,000 to de- 
| velop such a volume.” 


w The agency said it was aware 
of Phillips’ difficulties at least six 
months ago and that broadcasters 


ing crisis, since payments began to 
fall in arrears. 

“(Q) Knowing that situation in 
advance, couldn’t Cohen & Miller 
have ‘gotten out from under,’ as 
the saying goes? 

“(A) We did not give this a 


thought, since we felt a moral ob-| 


ligation to our client. In retrospect 
we could have easily followed the 
same procedure that other agencies 
have resorted to in similar situa- 
tions. 

“(Q) What procedure is that? 

“(A) It would not have been a 
difficult matter to have disclaimed 
responsibility many months ago.” 


a I. T. Cohen, agency president, 
told ApverTIsING AGE the agency 


of that) 
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THe HOUSE OF SEAGRAM 


MODERATION MESSAGE—The latest in Se 


ad series will appear in 137 newspapers in 103 markets during the week of June 15. 


The yearly message for moderation began 


NN ne TER 
cr the tomar SO 
and dening don (mis! And the 


Ce 


+ Charpmoretnae One peter Redety doo 


agram-Distillers Corp.’s annual moderation 


in 1934. Warwick & Legler is the agency. 


had not received payments from 
Phillips in over three months. Dur-| 
ing the past year, the account rep- 
resented 55% to 60% of the agen-| 
cy’s billing. He expressed confi-| 


dence that the agency would sur- lers about the country soon will be 
vive, however, by curtailing its| 
staff and cutting other expenses, a game with their own brew. 


until it rebuilds its volume. Several | 


discharged employes were placed | Co. has created a promotion and 
with other Washington agencies. | merchandising scheme it will fran- 


Washington newspapers report- 


edly fared better than its radio sta-| new brand beer, “300”. 


tions in the Phillips situation. At 


least two newspapers were holding | ter Hicks, who also is head of the 
rebate checks which exceeded the| Livingstone Porter Hicks agency, 
amount of unpaid linage on the | explains that surveys have shown 


books at the time the court acted 
last month. Other papers also re- 
ported themselves “in the clear.” 
Washington newspapers bill re- 


tailers directly and do not pay| 


agency commissions. 


D. C. Typesetters 
End 18-Day Strike 


WASHINGTON, June 4—The 18- 
day strike of commercial typeset- 
ters came to an end today after 


the Columbia Typographical Union | 


and commercial printers agreed to 
a two-year contract which pro- 


‘vides a $6 weekly pay increase. 


The pay boost is retroactive for 
13% weeks. 

The contract provides an addi- 
tional $2 raise next year. It also 
specifies that printers are to have 
two weeks vacation after the first 
year and three weeks after five 
years. , 


of a number of important trade 


| publications, news letters and un-'| 
\ion periodicals, including the na-| 


tional publication of the CIO. 
Under the new agreement, print- 
ers who have a 37'2 hour week 
| will have their daytime scale in- 
creased from $98 to $104 weekly. 


| must have also sensed the develop-| 


Storer Sells WSAI, Cincinnati, 
\to Gordon Broadcasting Co. 


| Storer Broadcasting Co. has sold 
|WSAI, Cincinnati, to Gordon 
Broadcasting Co., headed by Sher- 
wood R. Gordon. The sale of the 
AM and FM sstation is subject to 
the approval of the Federal Com- 
munications Commission. Mr. Gor- 
don is a former announcer and 
midwestern station manager. In re- 
cent years he has been in the in- 
vestment business. 

Storer moved to dispose of 
WSAI after the FCC approved 
the company’s purchase of WBRC 
(AM, TV), Birmingham, Ala., sub- 
ject to the sale of the Cincinnati 
station. The Cincinnati transaction 
will bring the number of Storer- 
owned AM stations back down to 
the FCC limit of seven. 


The strike tied up the production | 


New ‘300’ Beer Aims 


at Thirsty Bowlers 
Detroit, June 2—Thirsty keg- 


able to refresh themselves during 


Brand Beer Sales & Promotion 


chise to established brewers for a 


| The company, headed by L. Por- 


that the country’s 20,000,000 regu- 
|lar bowlers are critical of dry and 
light beers. They prefer a heavier, 
full-bodied “wet” beer, it is said. 
The new brand will cater to the 
bowlers’ tastes. 


# One brewery in each state or 
sales area will be granted a fran- 
'chise by the company to produce 
the brand in addition to its own 
brands. 

A complete promotional plan 
will include displays, radio and 
television commercials, newspaper 
advertisements as well as labels, 
special crowns, neck labels and 
cases. 

The special brand beer, it is 
| asserted, will probably boost brew- 
‘ery sales during the slow months of 
October through April. 


ALEXANDER OFFERS TV 
FILM BEER PACKAGE 


CoLorRADO SPRINGS, June 2—Al- 
exander Film Co. has prepared a 
new package series of television 
film commercials for breweries. 

The commercials, using two ani- 
|mated cartoon characters, Tub and 
Bub, are available to breweries for 
exclusive, unlimited use in the TV 
markets or market of their choice 
for a six-month period. Availabil- 
‘ity is on a first come, first served 
basis. 

The series includes thirteen 20- 
second and four 60-second films. 

In addition, Alexander has 


Fatted Calf Dept... 
Agency Account 


Men Spend Most 
at Diners’ Club 


New York, June 4—The next 
time you see a head waiter bump- 
ing his head on the carpet before 
a prospective customer, don’t rack 
your brains to recall if it’s the Aga 
Khan. 

It’s probably only an advertis- 
ing agency account executive. The 
head waiter is perfectly right, too, 
for agency execs lead all other rep- 
resentatives of industry in enter- 
tainment expenses. 

That’s what the Diners’ Club 
says after a survey of its member- 
ship list of more than 100,000. 

Members charge about $2,000,000 
a month, and agency men, like 
Abou Ben Adhem, lead all the rest. 

In fact, agency men are the top 
spenders, on the average, and ac- 
count for a sizable proportion of 
the 21% of total expenditires allo- 
cated to the advertising business. 


s Behind them come—in order of 
expense accounts, apparently— 
public relations men, manufactur- 
ers’ representatives, theatrical 
booking agents and wholesalers’ 
representatives. 

After these carefree classes come 
realty executives, sales personnel, 
advertising space salesmen and 
executives, brokers and brokers’ 
representatives. Last place on the 
list is occupied by doctors. 

These are based on averages. 
The highest total gross billing is 
actually attributed to manufac- 
turers’ representatives, who as a 
group represent about 31% of the 
$2,000,000 gross billing figure. 


Turnpike Signs 
Win Legislators’ 
Approval in Ohio 


CoLumpBus, June 4—Advertising 
signs apparently will be permitted 
within 1,000 feet of Ohio’s future 
turnpike. 

The house of representatives 
virtually killed a bill barring the 
signs on private property abutting 
the throughway by voting, 73 to 
31, to table the proposal by Rep. 
William S. Burton, Cleveland, leg- 
islative nemesis of outdoor. 

Such action usually means death 
to a current bill. 

Mr. Burton, Republican, is the 
son of Justice Harold S. Burton of 
the U. S. Supreme Court. 

Rural Ohio legislators ganged up 
on the legislation which Rep. Bur- 
ton sought to get across to cover 
about 10% of the 241-mile turn- 
pike route where restrictive cove- 
nants do not prevent the display 
of advertising signs visible from 
the roadway. 


s Landscape architects and city 
planning experts lobbied for pas- 
sage of the ban. 

The opponents declared that a 
fellow should be able to do as he 
pleased with his own land. More- 
over, they saw no dangers to driv- 
ers looking at the signs. In fact, 


available a historical beer series, | 


covering highlights in the history 
of beer from ancient to modern 
times. These films are also pro- 
duced entirely in cartoon anima- 
tion. 


WCOG Promotes Rimmer 

Jack Rimmer has been promoted 
to general sales manager for the 
radio and television operations of 
WCOG, Greensboro, N. C. He suc- 
ceeds George Barber, who has been 
named commercial manager of 
WGBG, Greensboro. Mr. Rimmer 
has been with the station’s com- 
mercial staff since April. 


they thought the signs would break 
| up the monotony of motoring along 
|the route. 


| To Ross-Gardiner-Millen 


| Color Corp. of America, former- 
ly Cinecolor, has appointed Ross- 
Gardiner-Millen, Beverly Hills, 
Cal., to handle its publicity and 
public relations. 


Karpick Joins Denham & Co. 

Edwin L. Karpick, formerly en- 
gineering editor of Steel, has 
joined Denham & Co., Detroit in- 
dustrial agency, in an executive 
capacity. 
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Memphis Admen Elect | 


Ernest Lee, president of Merrill 
Kremer Inc., Memphis agency, has 
been elected president of the Ad- 
vertising Club of Memphis. Other 
officers elected are Herbert W. 
Tushingham, retail advertising 
manager for Memphis Publishing 
Co., Ist v.p.; Robert C. Berkeley, 
promotion manager for Memphis 
Publishing Co., 2nd v.p., and Mrs. | 
Janie Holaday, Memphis Publish- | 
ing Co., secretary-treasurer. 


Crandell Joins GMC Division | 


Bernard W. Crandell, formerly | 
on the publicity staff of Kudner 
Agency for the GMC truck and) 
coach division account, has been | 
appointed director of publicity for | 
this division by General Motors 
Corp., Detroit. 


Hawthorn Names Sackheim 


Hawthorn Books, New York, 
new publishing house which will 
publish its first list this fall, has 
appointed Maxwell Sackheim & 
Co., New York, to direct its adver- 
tising. 


. e Re i iat ee 


A CANADIAN MOUNTIE 
TAUGHT ALBERT LASKER 
SALESMANSHIP IN PRINT 


How do you define advertising? 
What is it? Albert D. Lasker didn’t 
know when he began his fabu- 
lously successful career at Lord & 
Thomas. Vaguely he thought of it 
as “news”. Then, one fateful day, 
along came a Canadian mountie— 
John E. Kennedy—with a revolu- 
tionary concept. Said he, ‘Mr. 
Lasker, news is merely a technique 
of presentation. Advertising is a 
very simple thing—Salesmanship in 
print.” 

THE LASKER STORY—a book of 
26 chapters of Mr. Lasker's private 
talks to his staff—explains in detail 
the thinking behind Kennedy’s fa- 
mous campaigns. Belongs on the 
desk of every adman. Use coupon 
below. 


0% 
Of 


to 20% 


For More Linage 


A Newspapers Told 


| 


HARD CHOICE—Trying to pick winners from more than 500 entries in Industrial 
Marketing's annual editorial achievement competition for business publications are 
(left to right) Harry Peebles, board chairman, A. P. Hill Co.; Stuart B. Potter, account 
executive, Marsteller, Gebhart & Reed; Murray Armentrout, sales promotion man- 
ager, Aluminum Cooking Utensil Co.; Emil Hofsoos, v.p., Ketchum, Macleod & Grove; 
Ralph Degenhart, ad manager, Sears, Roebuck & Co. Pittsburgh stores, and Robert 
F. Wiltman, Wiltman & Callahan. Awards will be mode at the NIAA Conference in 
Pittsburgh starting June 21. 


/needn’t confine such possibilities 
| . 
| to Christmas. 

“You'll remember the 64-page 
|Christmas section which Macy’s | 
/ran in the New York Times last 
| year,” he said. “It was reported to) 
shave cost $143,000—$120,000 of 
| which was for space alone. In re-| 
|porting on its effectiveness last | 
January at an NRDGA convention, | 
(Continued from Page 3) | Charles Bartlett, Macy’s v.p., said: | 
or some other appropriate Christ- ‘I believe that special newspaper | 
mas subject. | sections can be used effectively to| 
“2. Study typical last year’s gift|imcrease sales and profits. They 
advertising of the store for items,| Can generally and most efficiently 
brands, styles and prices promoted. be used to promote: 

“*Storewide gale events; inten-| 
s “3. From this, create a typical sive selling seasons (Christmas, 
dummy the way an advertising| Easter, Mother’s Day, etc.); regu- 
agency would prepare it. Use last} lar departmental selling events 
year’s items as a base and the) (annual or semi-annual house- 
store Christmas illustration for the | wares sales, furniture, white sales, 
cover. |etc.); merchandise classifications, 

“4. Translate the cover design | such as notions, cosmetics, televi- | 
into a Christmas poster and be sion, and so on.’” 
prepared to suggest a poster print- | | 
er and prices. ARF Names 3 to Committees | 

“5. Translate the cover into sign} Appointments to committees of. 
designs and sign ‘toppers’ and be| Advertising Research Foundation | 
prepared to suggest a printer to, include Joel W. Harnett, of Look, | 
produce it. 'to the committee to explore and 

“6. Offer this idea as a ‘package Teport on the status of motivation 
promotion’ to your prospect. Give | studies; Jay Eliasberg, Foote, Cone 


him a complete schedule of prices. a Fay oie -TV studs ae 
in different page units with the| committee, and also as co-chair- 
variations of costs for color. ‘men of the committee to inspect 

“7, Be prepared, in some cases, and review research practices of 
to help the store’s advertising de-| rating services, and William Mil-| 


partment sell the idea to the buy-| lard, McCann-Erickson, to the com- 


Try Mail Order, 


ERE Re con SE a a 


Advertising Age, June 8, 1953 


Network Gross Time Charges 


Source: Publishers Information Bureau 
NETWORK RADIO 


April April Jan.-April Jan.-April 
1953 1952 1953 1952 
American Broadcasting Co. ........ $ 2,637,364 $ 3,244,146 $10,648,193 $13,079,310 
Columbia Broadcasting System .... 5,350,599 4,943,400 20,702,423 20,047,381 
Mutual Broadcasting System ...... 1,974,359 1,681,924 7,373,267 6,808,132 
National Broadcasting Co. ........ 4,196,009 4,078,593 16,612,248 16,614,038 
ONE. cesicsinseceevtaeupicenseinsscdtnveadh $14,158,331 $13,948,063 $55,336,131 $56,548,861 
NETWORK TELEVISION 
American Broadcasting Co. ........ $ 1,640,597 $ 1,699,760 $ 6,454,967 $ 7,933,740 
Columbia Broadcasting System ...._ 7,770,181 5,641,831 29,184,017 21,462,640 
DuMont Television Network ...... 819,398 738,926 3,719,348 2,965,211 
National Broadcasting Co. ........ 7,526,760 6,946,751 29,844,488 28,339,965 
PUNE. . susstiecsipnkinthakatiasdceitaieiaeeias $17,756,936 $15,027,268 $69,202,820 $60,701,556 
NETWORK RADIO TOTALS BY MONTHS 
ABC CBS MBS NBC Total 
pS aa $ 2,674,622 $ 5,156,404 $ 1,786,134 $ 4,260,555 $13,877,715 
February _............ 2,538,663 4,670,089 1,638,075 3,813,602* 12,660,429* 
SMI sdushesvieanssenaalin 2,797,544 5,525,331* 1,974,699 4,342,082* 14,639,656* 
WET“ sisbauistencnes 2,637,364 5,350,599 1,974,359 4,196,009 14,158,331 
WOT: cosisostiaasiees $10,648,193 $20,702,423 $ 7,373,267 $16,612,248 $55,336,131 
NETWORK TELEVISION TOTALS BY MONTHS 
ABC CBS DuMont NBC Total 
PO. dssesessinn $ 1,604,892 $ 7,052,395* $ 982,794 $ 7,558,448 $17,198,529" 
POP sescictesses 1,481,032 6,621,629* 862,299 6,820,529  15,785,489* 
PRI pitas cee cctisesiis 1,728,446" 7,739,812* 1,054,857 7,938,751  18,461,866* 
PI Bish ctadinn 1,640,597 7,770,181 819,398 7,526,760 17,756,936 
BNE ccitiasecsieszss $ 6,454,967 $29,184,017 $ 3,719,348 $29,844,488 $69,202,820 
*Revised as of May 25, 1953. 


NBC-TV Signs Five More | Merrick Heads Trade Group 


Summer Advertisers Harry L. Merrick, v.p. of Kal, 

The new “Saturday Night Re-| Ehrlich & Merrick, Washington 
vue,” which replaces Sid Caesar agency, has been elected president 
and Imogene Coca on NBC-TV, has | of the Washington Board of Trade 
retained three of the regular sea-| for the year beginning July 1. 
son sponsors—Benrus, Griffin and 


SOS. In addition, the Bendix home | s 
eeatense divide (Marie Ledein Botstord Moves Seattle Office 


& Co.) has signed for a 10-minute 
summer participation in the 90- 


The Seattle office of Botsford, 
Constantine & Gardner has moved 


head of his own organization as a Superior Shirts 
|graphic arts consultant, has been Broadcloth-Oxford 
appointed research director for. Five Dollars 


minute telecast which will orig-| to larger quarters in the Tower 
inate in Hollywood. This leaves 50 | Bldg. 
minutes sustaining. 

Hazel Bishop Inc. has bought a 
four-week run of the “Candid 
Camera,” with Allen Funt and) 
guest emcees during the hiatus) 
season. Time on NBC-TV—Tues- | 
days at 9:30 pm. EDT—was| 
cleared through Raymond Spector 
Co. 


Dr. Taylor to American Type 
Dr. John O. Taylor, formerly 


American Type Founders Inc., 
Elizabeth, N. J. 


WLIB Appoints Travis 

William Travis, formerly ac- 
count executive with WQXR, New. 
York, has been named sales nal 


FIVE EAST FORTY-FOURTH 
NEW YORK 


ers. 

“8. Be prepared, in some cases, 
to show the buyers how they can 
get manufacturers’ co-op adver- 
tising assistance. Don’t consider 
this a radical idea either. Several 
years ago, a leading New York 
City newspaper had a two-man 
team which did nothing but in- 
vestigate co-op advertising money 
possibilities for their major retail- 
ers. 

“9. Be prepared, in some cases, 
to take over the direct mail agency 
role of preparation of copy, art and 
layout for their pages.” 


@ Mr. Abrahams said the last point 
might prove the roughest “because 


| 


mittee on rating services. 


Keystone Adds 14 Affiliates 


Keystone Broadcasting System | 


added 14 affiliates during May. 
They are WELR, Roanoke, Ala.; 
KRIZ, Phoenix; WARN, Fort 
Pierce, Fla.; WFOM, Marietta, 
Ga.; WMDC, Hazlehurst, Miss.; 
KCHR, Charleston, Mo.; KALG, 
Alamogordo, N. M.; KABQ, Albu- 
querque; KBIM, Roswell, N.M.; 
WCSS, Amsterdam, N. Y.; WWST, 
Wooster, O.; WPAM, Pottsville, 
Pa.; WKYR, Keyser, W. Va., and 
KLUK, Evanston, Wyo. 


Florists Start Ad Program 
The Society of American Flor- 
ists, Chicago, has officially inaug- 
urated its national marketing and 
advertising program for the florist 
industry. A plan for promotion in 
national magazines as well as in 
other fields is being prepared for 


ager of WLIB, New York. 


James G. Smith, account ex- 


|moted to creative director. In ad-| 
|dition, he will continue with his | 
|present duties. 


| Joseph H. King, formerly assist- 
|ant advertising director for United 


| Send for a Copy of “The Lasker | this is the area in which your com- 
| Story” for your Friends, Associates || petition shines—private printers 
and Everyone in Your Organization and agencies have this preparati 
Who Plays A Part in Advertising or | pei ” oe preparation 
Selling—IT’S A TREMENDOUS % ‘ ; ; ¢ 
| SOURCE OF INSPIRATION! || However, he continued, there are | presentation to the society at its 
| ADVERTISING AGE, Dept. J-8, || several ways for the newspaper to| convention in Detroit, July 26-29. 
| 200 E. Illinois St., Chicago 11, Ill. || operate. First, it might offer a new Bozell & Jacobs, Chicago, is the 
ate bas : its ar | agency. 
nm aa copes or _ || tate based on a total of its regular | 
| “THE LASKER STORY” || rate plus what it believes art, copy 
| Sax P ts || and production would cost a page. | Hoffman & York Boosts Smith 
| 1} Or, it might retain its price. 3 
| company I | structure of fixed prices for pages|ecutive with Hoffman & York, 
| Weve __ I{and have the retailer supply and| Milwaukee agency, has been pro- 
| ADDRESS || pay for all copy, art and produc- 
| ery 20NE STATE || tion costs. “Where a retailer needs 
| 1 am enclosing a check or money | this ape epee ~? added, “ar-| 
| Adieah range with an outside service °r-| King to Nickey Chevrolet 
| oF Bp Berman yo 9 coples* 10% I| ganization to take over this part) g dl 
| discount for 10 to 49 copies; 20% of the work on a fixed price per! 
discount for 50 copies or more. I age with appropriate variations | 
| understand the price includes all | i gi ae sigishes 


Wallpaper Inc., has been appointed | 


handling and postage charges. 


: advertising manager for Nickey 
Mr. Abrahams said newspapers‘ Chevrolet Sales Inc., Chicago. 


Adve 
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BACK IN SHAPE—O!d Fiddle bourbon, which was off the market for a number of 

years, is now being distributed in these fiddle-shape bottles made by Owens-Illinois 

Glass Co., Toledo. The whisky is made by Bardstown Distillery, Bardstown, Ky., 
a subsidiary of Glencoe Distilling Co., Beverly Hills, Cal. 


|designed to halt gum-line cavities 
and receding gums caused by 
| harmful brushing.” 
“The brush,” says the copy, “re- 
|volves while it cleans your teeth. 
: Thus, there is less friction, and | 
OSTON, une 5—Strockway | as a result, less abrasion. The) 
Laboratories today introduces a | | Strockway tooth brush gently rolls 
revolving tooth brush in Hartford,|away unsightly, decay-forming 
calling it “the most revolutionary | food particles that collect between 
tooth brush improvement in den-|the teeth.” 
tal history.” This claim is made in| At the bottom end of the new 
a full-page in the Hartford Times| brush is a special tuft tip “for 
and Hartford Courant, and on three cleaning behind the back teeth 
spot announcements on_ station and other hard to reach places.” 
WDRC. The brush costs 89¢ (69¢ for 
Another page will run June 12,|/the children’s size), and brush 
followed by 1,200-line and 500-| refills cost 39¢. 
line ads once a week through Dec.) Reingold Co. is the agency. 
11. The radio schedule calls for | 


15 announcements weekly, Mon- | Housewares Guide Issued 
day through Friday, for four! the i9th annual edition of “Na- 
weeks, ending July 2. Other ad tional Housewares Directory” has 
plans are not definite now, but) been published. It lists 6,000 man- 
the campaign is expected to ufacturers with names and ad- 
spread to other cities. | dresses of regional representatives, 
1,500 product classifications and 
s Ad copy emphasizes that the| ee — memes. it 
sichael ia She: satel h is published by the Associate ot 
revolving brush “is scientifically | & Kettle Clubs of America. Copies 
at $10 each may be purchased from 
- the directory offices in the Western 


Merchandise Mart, 1355 Market 


St., San Francisco. 
COMMERCIAL ARTISTS 


Gingold to Ridder-Johns 


Bernard J. Gingold, formerly 
with the St. Paul Dispatch-Pioneer 
Press, has joined the Chicago sales 
staff of Ridder-Johns, newspaper 
representative. 


Tooth Brush That 
Revolves Goes on 
Sale in Hartford 


Specializing in 


PROCESS ARTWORK 


for low cost Color Reproduction 


CARRIED MORE 
LOCAL GROCERY. 


LINAGE .. . 
THAN ANY OTHER 


IOWA DAILY 


| WATERLOO DAILY 
: COURIER 


1,357,188 LINES 


JUNE 1 THRU DECEMBER 31, 1952 WE CARRIED A TOTAL 
| OF 167,944 LINES OF NATIONALLY ADVERTISED PRODUCT 
TIE-INS IN 6195 INSERTIONS .. . proof our grocers cre 
cooperctive. You may heve a copy of our tie-in report FREE 
on request to see how your products rated in our local gro- 
cery advertisements. 
Here is €. proof that this is one of the Richest, most 
profite TEST MARKETS in the Mid-west ... A Market 
covered only by the Weterloo Daily and Sunday Courier. 


Let our advertising and merchandising department show you 
whet con be done with your product. Write. 


Waterloo Daily Courier 


“WATERLOO, 1OWA 


Story. 6 aale A Finley Notiono! Advertising Representatives 


2 Dragnet (Liggett & Myers, NBC)....51.6 | 
3 You Bet Your Life (DeSoto- 
Plymouth, NBC) .........:c.csssesesseeees 51.5. 
4 Colgate Comedy Hour (NBC) ........ 46.7 | 
5 Godfrey's Talent Scouts ever- | 
SRI MIE aac ssscesssvessosaraszeceveens 46.5 
6 Godfrey & Friends (Several spon- 
Ce Re aietttsnesesncscsscsccnsestesnsveet 43.7 
7 Our Miss Brooks (General Foods, 
SR GIaalepatanivvsstscasiesinvesseineensene 38.3 
8 Philco TV Playhouse (NBC) ............ 37.8 
9 What's My Line (Jules Montenier, 
SE Seldsdldanaddh <svossssviscessinsivaivanerle 37.4 


10 Fireside Theater (P&G, NBC) ........ 36.5 
10 Jackie Gleason (Several spon- 
a sciccssescivsiwapcnsotentionse 36.5 


National Nielsen-Ratings of Top TV Shows 
Two Weeks Ending May 9, 1953 
All figures copyright by A. C. Nielsen Co. 


Total Homes Reached Homes Program Popularity* Homes 
Rank Program (000) Rank Program (%) | 
1 1 Love Lucy (Philip Morris, CBS) 15,822, 1 1 Love Lucy (Philip Morris, CBS) 68.8 
| 2 Colgate Comedy Hour (NBC) ....12,544. 2 Colgate Comedy Hour (NBC) ........ 55.2. 
| 3 Dragnet (Liggett & Myers, NBC) 10, teed 3 Godfrey & Friends (Liggett & 
| 4 Godfrey & Friend: ‘Liggett & Mitts. GOED cecissscrnssinssocscesesasceeses 51.2 
| Myers, CBS) ne csmniase 723. 4 Dragnet (Liggett & Myers, CBS) ..50.9 
| 5 Goodyear TV Playhouse (NBC) 10 370 | 5 Studio One (Westinghouse, 
6 Philco TV Playhouse (NBC) ....10 oad REED nscetnoceunnichesbestitarsiadialssieetests 48.2 
7 Red Buttons (General Foods, 6 Godfrey's Talent Scouts (Lever- 
CBS) .n.-.sseeeseeees = 038 Linton, CBS) ...ccoscccroscorsccssvosscceeees 47.8 
8 Studio One (Westinghouse, 7 Goodyear TV Playhouse (NBC) ....47.7 
i 9,739, 8 Texaco Star Theater (NBC) ............ 46.4 
9 You Bet Your Life (DeSoto-Ply- | 9 Phileo TV Playhouse (NBC) ss. 46.3 
MI TIED os cessscsisccesscescsave 9,622 | 10 Red Buttons (General Foods, CBS) 46.3 
/10 Godfrey & Friends (Toni — 
CBS) .. . 9,330) 


*Percentage of homes reached | in area where program was telecast. 


Videodex Network TV Ratings 
Week of May 1-7, 1953 
Copyright by Videodex Inc. 


Program Popularity Rating | Total Homes Reached 
Rank Program (%) Rank Program (000) 
1 I Love awe (Philip Morris, CBS, | 1 1 Love Lucy (Philip 
71 Cities) .. ceed | Morris, CBS, 71 Cities) ........ 13,836 
2 Godfrey & “Friends (Liggett & | 2 Colgate Comedy Hour 
Myers, CBS, 63 Cities)............cc000 47.5 Cs Fe MED aretertsuacssesseciavein 10,079 
3 Dragnet (Liggett & Myers, NBC 3 Dragnet (Liggett & Myers, 
eo ccseverccsasvcevsinizveceitt 47.0. Se Se ED se ssicrncsincesinessnntcss 9,982 
4 Godfrey's Talent Scouts (Lever- | 4 Godfrey & Friends 
Lipton, CBS, 36 Cities) .........csssecees 44.3 (Liggett & Myers, CBS, 
5 Groucho Marx (DeSoto-Plymouth, Ge I, . sab abet itihastidevanienctsatsl 9,927 
Se INS as cccacssavonsnobansabons 43.6 5 Groucho Marx (DeSoto- 
6 Colgate Comedy Hour (NBC, 72 Plymouth, NBC, 74 
I  ecediadlalh dies ceccscssssnisesibanscsarsd 43.2 | RE sis cei estas ies desasincioniaraoanh 9,792 
7 Our Miss Brooks (General Foods, 6 Red Buttons (General 
I sss sceusessacetuiteereaniell 36.1 | Foods, CBS, 68 Cities) ............... 7,722 
8 Jackie Gleason (Several | 7 Godfrey's Talent Scouts 
sponsors, CBS, 48 Cities) ............ 35.6 | (Lever-Lipton, CBS, 36 
9 What's My Line (Jules | MUI ach vcedscnesacednibcuibinsasticsvoisasusias 7,663 
Montenier, CBS, 45 Cities) ........ 34.9, 8 Your Show of Shows 
9 Your Show of Shows (Several (Several sponsors, NBC, 
sponsors, NBC, 65 Cities) ........ 34.9 BB GUID iccdscanscsivandesecensiscissdassset 7,372 
9 Red Buttons (General Foods, Your Hit Parade (American 
CR Be I date ssnccescssscressccscsscces 34.9. Tobacco, NBC, 70 Cities) ........ 7,000 
10 Texaco Star Theater (NBC, 60 /10 Texaco Star Theater (NBC, 
UPI etl aces sicinstasecaisesabasaad 33.5 Re Berens eo 6,966 
ARB Multi-City TV Ratings 
Week of May 1-7, 1953 
American Research Bureau 
Rank Program Rating | Rank Program Homes 
1 1 Love Lucy (Philip Morris, CBS) ....66.3 | (000) 


| Love Lucy (Philip Morris, CBS)..45,414 


2 Colgate Comedy Hour (NBC) ....36,135 
3 You Bet Your Life (DeSoto- 
PRU, CE) cacerctesessesognies 32,184 
4 Dragnet (Liggett & Myers, 
Ty ER ac ciercameatisvecmenttertsdtieneese 30,321 
5 Godfrey & Friends (Several spon- 
I) SOD. secchvecconsccgpealivesnacrd 28,710 
6 Philco TV Playhouse (NBC) ........ 25,620 
7 Godfrey's Talent Scouts (Lever- 
SS MEET fans cistessseinsersdivinssit 23,520 
8 Your Show of Shows (Several 
«Se 22,756 
9 Your Hit Parade (American Tobac- 
Sp Fee tiadasnnitninimens 22,316 
10 Jackie Gleason (Several spon- 
OWN GI Sicciancecscsecinciecdiien 22,077 


Gerity-Michigan to Ross Roy 

The merchandising division of 
Gerity-Michigan Corp., with head- 
quarters in Toledo, has appointed 
Ross Roy Inc., Detroit, to handle 
its advertising. The division man- 
ufactures the Dishmaster, and 
markets the company’s chromium 
and silver plate giftwares and 
chrome plated bathroom acces- 
| Sories. In addition to a consumer 
| magazine promotion now under 
way, plans call for trade publica- 
|tions, metropolitan newspapers 
,and television. Previously, Albert 
|Frank-Guenther Law, New York, 
had the account. 


CBS Expands Film Sales 


CBS Television film sales has 
enlarged its New York office and 
opened new offices in Dallas and 
San Francisco. Charles Reeves has 
been shifted from Chicago to New 
| York. Carter Ringlep, formerly of 
KMBC, Kansas City, has been 
|mnamed to head the Dallas opera- 
tion, and Glenn Ticer, of KCBS, 
|San Francisco, will direct film 
sales in that city. 


_DuFine-Kaufman Resigns Jason 
| DuFine-Kaufman, New York 
| agency, has resigned the account 
_of the Jason Corp., Hoboken, con- 
| verter of plastic sheetings. 


Canadian Broadcasters Elect 
F. H. Elphicke, president of 
CKWX, Vancouver radio station, 
has been elected president of the 
Canadian Assn. of Broadcasters. 
E. Finlay MacDonald of CJCH, 
Halifax, has been elected v.p. 


Appoints All-Canada Radio 
All-Canada Radio Facilities 
Ltd. has been named national 
representative for Niagara Tele- 
vision Ltd., Hamilton, Ont. The 
station will begin operations over 
Channel 13 the latter part of 1953. 


Gelb Joins Woodhill 


Victor Gelb, previously exec-| 


utive v.p. of Ohio Advertising 
Agency, Cleveland, has _ been 
named sales promotion manager 


of Woodhill Chemical Co., Cleve- | 


land. 


Beesemyer Joins KH]-TV 

Richard Beesemyer, formerly 
with Foster & Kleiser, Los Angeles, 
has joined the sales staff of KHJ- 
TV, Los Angeles, a Don Lee tele- 
vision outlet. 


O’Brien Elected Sales V.P. 
John D. O’Brien, director of sales 
and advertising for Jefferson Elec- 
tric Co., Bellwood, Ill., has been 
elected v.p. in charge of sales. 


These 1,518,883 
growing families 
want to buy 
from YOU! 


You're more than WELCOME! 


Make yourself known to 
this large volume-buying 
family market. Here you 
SEE and FEEL the pur- 
chasing power of these 
larger-than-average fam- 
ily groups across the 
nation. 


HOW? Simple. Just test 
the pulling power of your 
advertising in BOTH Our 
Sunday Visitor and The 
Register — two estab- 
lished national family 
weeklies with long, envi- 
able records of sales 
successes. 


Now BOTH nationals 
are available to you at 
money-saving prices! — 
the Our Sunday Visitor- 
Register Unit. 


Just write, wire or tel- 
ephone for helpful facts 
and pertinent information 
about cashing-in on this 
family buying power. 
We'll be happy to send 
along data and sales helps 
tailored to your particu- 
lar merchandising and ad- 
vertising needs. 


1,918,883 
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, tent tatives of advertisers, ABC statement.” 
Contr olled Circulation Audit Will “agencies, and Seed pina cir- On the question as to why fig- 


culation publishers,’ Mr. Thorn- 
ton said. “The CCA board is con- 


Report Paid and Non-Paid Figures —— :ex;,1 they wit. meet ine te- 


(Continued from Page 1) 


subscriptions, how sold, renewal. 


percentage) which media men 
have been accustomed to find in 
paid circulation audit reports. 

3. A member publication which 


is mailed under second class post-_ 


age rates (i.e., one having 50% 
or more paid circulation) may use 
Form B if it desires to do so. How- 
ever, any such publication not 
wishing to claim paid circulation 
as such in its audit reports may 
continue to use the present CCA 
form. All publications not mailed 
at second class postage rates will 
continue to use the present CCA 
form. 


a 4. In one respect, Mr. Thornton 
pointed out, CCA’s Form B will 
establish a new and stricter con- 
cept of paid circulation. For the 


An A-1 Market 
for Every “A” Schedule 


RALEIGH, North C rt 


Metropolitan Pop: 136,450 
(U. $. Census 1950) 


First City in North Carolina 
for the 4th Straight Year! 
in Per Family Income. . . 


$6182 


(SM 5/10/53) 


Sell This Top-Notch Market 
PLUS The Big 33 County 


‘Golden Belt 
of the South 


Rich, growing, busy 
region that accounts 
for approximately ONE-THIRD of North 


Carolina's general business activity. 

Effective Buying Income... .$1,269,007,000 
eee er 960,655,000 
fer rre re 210,697,000 
Automotive Sales.......... 186,285,000 
General Merchandise....... 130,219,000 


54,653,000 
26,673,000 
532,408,600 


- MORNING & 
SUNDAY 


115,926 Morning 
124,080 Sunday 


(Publisher's Statement 3/31/53) 


The ONLY Morning-and-Sunday News- 
paper published in the 33 County 


“Golden Belt of the South.” 
Representatives: THE BRANHAM COMPANY 


quently expressed needs of buyers 
_, Of business paper space, without 
purpose of CCA audits, all “paid | conflicting in any way with long- 
circulation” must be within the established procedures of the ma- 
field served and conform to “re- jority of CCA publication mem- 
cipient qualification,” as defined pers.” 

by the publisher in his statement. 

Miscellaneous, unclassified and @ CCA has prepared a detailed 
newsstand sales will be included | question and answer handbook on 


with samples and other non-quali- | “the who, when, what, and why of | 


‘fying circulation. ; _ |CCA’s broadened auditing serv- 
Accordingly, paid circulation jce.” This includes 17 questions 


| will be designated in Form B as and answers plus a sample of 
“qualified paid.” To conform with) CCA’s new Form B. 

established trade terminology, the Buyers comparing paid circula- 
comparable unpaid portion will) tion statements submitted on CCA 
be designated “controlled.” The| and Audit Bureau of Circulations 
sum of the two will be designated | forms should keep two exceptions 
“total qualified.” in mind. 

This provision extends to the) paid circulation figures shown 
auditing of paid circulation the! on CCA Form B could be less than 
same standards of selective control | “¢ota] net paid” in an ABC busi- 
which have governed unpaid cir-| ness paper statement because of 
culation as reported by CCA, Mr. CCA’s concept of “qualified paid.” 
Thornton said. Under this concept, “miscellane- 
ous,” “unclassified,” and perhaps 
s The procedures were developed other fringe categories would be 
by a sub-committee of CCA’s au-| excluded in a CCA count of “qual- 
diting policies committee consist- | ified paid,” whereas, the handbook 
ing of William H. Schink, v.p. and | points out, they would normally 
media director of G. M. Basford | be included in a count of ABC net 
Co., chairman; David B. Arnold, | paid. 
|media director of Gray & Rogers;| Figures on “length of subscrip- 
| George C. Buzby, v.p., Chilton Co.,| tions” reported on CCA Form B 
and Arthur H. Dix, v.p. of Con- are based on the paid circulation 
over-Mast Publications. Mr.) of a sample issue. Figures on “dur- 
Thornton and Adin L. Davis, | ation of subscriptions sold” and 
executive v.p. and managing direc-| reported in the standard ABC 
tor of CCA, were ex officio mem- statement are based on the number 
bers of the sub-committee. Before of subscriptions sold during a six- 
being adopted, the sub-committee’s month period. Hence, the CCA 
proposals were reviewed and an- handbook says, these two sets of 
alyzed by the full auditing policies | figures are not comparable. 
committee and CCA’s board of di-| 
rectors. ws Elsewhere, it is said, “data on 

“The detailed provisions have) paid circulation in CCA’s Form B 
been subjected to thorough exam-_| will normally be comparable with 
ination and criticism by compe- the corresponding categories in an 


ures on length of subscriptions are 
reported on the basis of total cir- 


culation of a sample issue instead | ~ 


of on the customary basis of num- 
ber of subscriptions sold during a 
/six-month period, CCA says: 

_ “In the opinion of the CCA 
board, the ‘sample issue’ basis pro- 


and revealing information than the 
‘six month~ sales’ basis. 


“Analysis on the basis of sales 
during a six-month period,” CCA 
'says, “bears little relation to the 
| proportions of three-year, two- 
| year, and one-year subscriptions on 
the entire circulation list at any 
given time. A three-year subscrip- 
tion appears only once in every 
six such reports. On the other 
hand, a one-year subscription ap- 
pears in one out of two. The result 
is that the longer-term circulation 
is understated. Analysis of the en- 
tire circulation provides an exact 
picture of the current status.” 


a CCA is undertaking to audit 
paid circulation separately from 
unpaid, Mr. Thornton said, for 
three reasons: 

1. “To comply with the demands 
of buyers for a single, standard- 
ized audit report which discloses 
full information on business paper 
circulation, including segregation 
of data on paid and unpaid circu- 
lation respectively. 

2. “To fill a gap in business pa- 
per circulation audits which ap- 
pears to be growing larger. 

3. “To conform to a trend in the 
business paper field toward sub- 
mergence of circulation differences 
at the association level.” 

CCA, Mr. Thornton said, be- 
lieves that it can provide a unified 
circulation audit service to meet 
the principal selling needs of all 
business publications, whatever 
their circulation policy. 


Paper Corp. Files Bankruptcy 


Paper Corp. of America, New 
York, has filed a voluntary bank- 


ruptcy proceeding for corporate 


vides buyers with more significant | 


1 
| 
| 


“It enables a buyer to determine | 
at a glance what proportion of the | 
current list consists of three-year, | 
two-year, one-year subscriptions. | 


| reorganization. The company lists _ 


BS a a 


pi cc 
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John Mitchell 


Mitchell, Quinlan 
Named to Manage 
ABC TV Stations 


NEw York, June 5—John H. 
Mitchell, v.p. in charge of the 
American Broadcasting Co.’s TV 
station in Chicago, WBKB, will 
take over the direction of the net- 
work’s New York video station, 
WAEC-TV, effective July 1. 

Sterling C. Quinlan, program di- 
rector of WBKB, has been pro- 
moted to general manager of that 
station and ABC’s radio station in 
Chicago, WENR. These shifts fol- 
low the resignation of Paul Mow- 
rey as general manager of WABC- 
TV. William Materne, national 
sales manager of the network’s 
owned and operated radio and TV 
stations, will service the operation 
of WABC-TV until Mr. Mitchell 
assumes his new duties. 


® Coincidentally, James L. Stir- 
ton, general manager of the central 
division of the ABC-TV network, 
has been named central division 
director. He will supervise all TV 
sales activity and network liaison 
from his Chicago headquarters. 
Don Roberts continues as central 
division director for the radio net- 
work. These two, along with Mr. 
Quinlan, will take over the execu- 
tive duties of John H. Norton Jr., 
who has resigned as v.p. in charge 
of the central division. Mr. Norton 
has not announced his plans. 


| liabilities at $1,157,395 and assets 
|of $1,750,000. In addition, the sole 3 
'stockholder of the corporation | Hunt Agency Moves Offices 

|holds mortgage liabilities of $2,-| W. H. Hunt & Associates, Los 
| 180,579. He is reportedly willing Angeles agency, has moved to its 
|to satisfy the mortgages to aid in own building at 1044 S. Robertson 


ber sales figures are not enough. 


rs 


| Burgoyne takes the 
guess out of tests 


SOUTH BEND 


@ Why South Bend is selected 
for important tests! 


* More and more advertisers are 
‘testing new programs before they 
proceed on a regional or national 
basis. 


| 
| 


@ “Representative of urban 
and rural U.S... . good cross- 
section of industry, agricul- 
ture, trade and the profes- 
sions,” says U.S. Government. 


* However, such tests are frequently 
inconclusive unless they are meas- 
ured by sales research. Spasmodic 
salesman reports and confused job- 


area enjoy annual incomes of 
$4,000 or more . . . nearly 


18% earn $6,000 or more. 


+ « « highest median income 
in Indiana. 


* The right way to obtain an accu- 
rate measurement of the sales results 
is to use Burgoyne store panel re- @ 70.1% of South Benders 
search ... as have the national gro- pre Ringley Mh omy Witng 
-cery and drug advertisers shown 
above. 

‘* Get actual movement of your 
‘product and competitors to show 
Management. 


@ Total retail sales per South 
Bend family are highest in 
state... they spend at home. 


@ One newspaper . . . The 
SOUTH BEND TRIBUNE... 
saturates this stable market of 
big earners and home spend- 


*® Ask us for a pretest proposal to- 
day. 


the metropolitan area. 


@ Over 50% of families in. 


centage among highest in state 


ers... 103.3% coverage of | 


Burgoyne Grocery és Drug ke 


FIRST NATIONAL BANK BUILDING CINCINNATI 2 


the reorganization. 
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CAB Is Handed Last Minute News Flashes = ‘Billhoard’ and ‘Dun’s’ Negotiating 


Air Mail Costs 


(Continued from Page 1) 

Under the budget now before 
Congress the department antici- 
pates a deficit of slightly under 
$600,000,000 in the fiscal year be- 
ginning July 1. After credit for 
air mail subsidies, free govern- 
ment mail and other subsidies, the 
deficit is in the neighborhood of 
$450,000,000. 

In recent weeks, Mr. Summer- 
field has announced the arrival of 
a number of specialists who are 
studying reorganization of the de- 
partment. One of the most impor- 
tant steps, announced this week, is 
a contract with Alexander Grant 
& Co., Chicago accountant, who 
is expected to recommend a com- 
prehensive cost control program 
which will enable the depart- 
ment’s managers to have a clear 
picture of the operating efficiency 
of the department’s 50,000 branch 
offices and 500,000 employes. 


EMIL HURJA 


WASHINGTON, June 1—Emil 
Hurja, 61, former executive direc- 
tor of the Democratic National 
Committee, newspaper publisher 
and financial analyst, died of a 
heart attack May 30 at the Nation- 
al Press Club here. He was widely 
known for his statistical analyses 
of public opinion in national elec- 
tions. 

Born in Crystal Falls, Mich., of 
Finnish parents, he was graduated 
from the University of Washing- 
ton in 1917. He worked on news- 
papers in Alaska and Texas, and 
from 1921 to 1926 was publisher 
and editor of the Daily American, 
Breckenridge, Tex. He was execu- 
tive director of the Democratic 
National Committee from 1932 to 
1937. In 1939, he became editor 
of Pathfinder, serving there until 
1945. He published a history of 
Presidential inaugurations in 1932. 


JOSEPH L. BARRETT 


New York, June 1—Joseph L. 
Barrett, 46, director of business 
organization relations for the 
Committee for Economic Develop- 
ment and the Advertising Council, 
died May 29 after a long illness. 

A native of New Orleans, he was 
graduated from Columbia Univer- 
sity in 1926. He previously had 
been with Goodyear Tire & Rub- 
ber Export Co. and Fisk Rubber 
Co. in their Latin American oper- 
ations. He was a member of the 
Advertising Club, Sales Execu- 
tives Club and the Public Rela- 
tions Society of America. 


LARRY NIXON 


New York, June 4—Larry 
Nixon, 57, director of public re- 
lations of Hewitt, Ogilvy, Benson 
& Mather, died suddenly last night. 

Mr. Nixon, who has been in the 
public relations field for more 
than 30 years, was formerly assist- 
ant director of public relations for 
Pan American World Airways. Be- 
fore that he was v.p. of F. Darius 
Benham & Larry Nixon Inc. 

He joined Hewitt, Ogilvy in 
February, 1951, as head of the 
agency’s public relations depart- 
ment. 


SAMUEL BRAVO 


CLEVELAND, June 4—Samuel Bra- 
vo, 74, advertising representative 
for foreign-language newspapers 
and former business manager of 
Jewish World, died here yester- 
day. 

A native of Russia, Mr. Bravo 
came to this country in 1902 and 


moved here in 1911 to become. 


business manager of Jewish World. 
Later he became advertising mana- 
ger of several foreign-language 
newspapers, and _ subsequently 
opened his own office as a news- 
paper advertising representative. 
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Greenthal Resigns, Adds Accounts 


| New York, June 5—Monroe Greenthal Co. has resigned Universal- 
International Pictures, effective July 1, but will continue to handle J. 
‘Arthur Rank pictures released through Universal. Cunningham & 
| Walsh will take over the account. Greenthal also has added Remington 
Records, which plans intensive national advertising in the fall, and part 
_of United Artists Corp. The latter will break two-color ads in news- 
papers in 60 cities this summer to be followed by four-color pages in 
| Life, Look, Parents’ Magazine, Pictorial Review, Redbook and This 
| Week Magazine, featuring “Return to Paradise” starring Gary Cooper. 


| Jergens Schedules July Drive for Castile Shampoo 


New York, June 5—Full pages in Life and Look in July will open 
a promotion by Andrew Jergens Co., offering the $1-size Woodbury 
coconut oil castile shampoo for 50¢. In addition, color comics sections, 
including Metro, Puck and 37 independents, will be used. Promotion 
to the trade starts this month with b&w pages in American Druggist, 
Drug Topics, Food Topics, Progressive Grocer and Variety Store Mer- 
chandising. Robert W. Orr & Associates is the agency. 


Harrington & Richardson Starts Contest Promotion 


Boston, June 5—Harrington & Richardson, manufacturer of guns 
and forest equipment, is promoting its Bushmaster saw via a contest 
| using b&w pages in June issues of Country Gentleman, The Saturday 
| Evening Post and Time, plus the July issue of Argosy. The contest, 
| which offers a Cadillac prize, ends July 31. Chambers & Wiswell, Bos- 
| ton, is the agency. 


BSF&D Appoints Berry; Other Late News 


e Graham Gray Berry, formerly with Kudner Agency, New York, has 
joined Brooke, Smith, French & Dorrance, New York, as copy chief. 


e Basil W. Matthews, formerly v.p. at Kenyon & Eckhardt, has joined 
Robert W. Orr & Associates, New York, as v.p., account executive and 
|a member of the plans board. Mr. Matthews, who at one time was with 
Dancer-Fitzgerald-Sample in an executive capacity, will work on the 
Andrew Jergens Co. account. 


e Alban W. Barclay, former v.p. of the U. S., will be the featured 
| luncheon speaker June 23 at the National Industriai Advertisers Assn.’s 
| annual conference at Pittsburgh. He will discuss his experiences with 
advertising people since going on TV in “Meet the Veep,” broadcast 
Fridays over the ABC network. Craig R. Sheaffer, assistant secretary 
for domestic affairs, U. S. Department of Commerce, and president of 
W. A. Sheaffer Pen Co., will speak at the morning session June 23. 


e To attract a maximum tune-in for its 50th anniversary telecast, Ford 
Motor Co., Detroit, will run ads in newspapers in more than 100 cities 
on Sunday (June 14) and Monday (June 15). The auto maker has 
budgeted approximately $500,000 on the gala telecast, which will have 
no commercials, though Henry II may make an appearance along with 
top personalities in the entertainment field. The two-hour extravagan- 
za, produced by Leland Hayward for Kenyon & Eckhardt, will be tele- 
vised over CBS and NBC. Plans for two-network radio coverage of 60 
minutes of the show were cancelled when “Lux Radio Theater” re- 
fused to make way for the program on CBS. 


e Revlon Products Corp. (William H. Weintraub & Co.), New York, 
will sponsor a new dramatic show over CBS-TV starting in the fall. 
The network also has signed Cat’s Paw Rubber Co., Baltimore, as a 
participating sponsor of the “Garry Moore Show” starting June 14. 
Three days earlier Gerber Products Co. (D’Arcy Advertising Co.) 
assumes sponsorship of half of the Thursday afternoon telecast of 
“Break the Bank” on NBC-TV. Procter & Gamble Co. begins a new 
across-the-board audience-participation telecast for Tide (Benton & 
Bowles) June 8 on NBC. 


e Stuart D. Ludlum, formerly head of the radio-TV department at 
McCann-Erickson, has joined C. J. LaRoche & Co., New York, as di- 
rector of radio and TV. 


e Canned Salmon Inc., Portland, Ore., industry association formed to 
promote the use of canned salmon from Alaska, Puget Sound and the 
Columbia River, has named Dudley, Anderson & Yutzy, New York, to 
handle a consumer and trade promotion. 


e Mutual Broadcasting System has signed Emerson Drug Co. (Len- 
nen & Newell), as of July, and Carter Products (Ted Bates & Co.) 
starting June 10 for participations in its “multi-message” programs. 
Other new business at MBS: “Wings of Healing,” a religious pro- 
gram, through Century Advertising Agency, Portland, Ore., starting 
June 14 at 9 a.m., EDT. Consolidated Chemicals (BBDO) will sponsor 
18 broadcasts during a five-week period starting June 28 on five shows, 
using Mutual’s ‘Pin Point” plan. The shows: “20 Questions,” “Van De- 
venter and the News,” “Wonderful City,” “Gabriel Heatter” and “Mar- 
tha Wright.” 


e Kitchen Art Foods, Chicago, maker of Py-O-My mixes, reportedly 
has switched its account from Aubrey, Finlay, Marley & Hodgson to 
Henri, Hurst & McDonald. This is the fifth agency for this account since 
1950. 


| 


Agency Accounting Firm 
Splits into 3 Companies 

The Chicago accounting firm of 
| Rubel, Fields, Godow & Lawrence, 
'which has specialized in agency 


General Foods Sales in 
53 Hit New Alltime High 

Net sales for General 
Corp., New York, in the 
year ending March 31 rose to an 


Foods | 
fiscal 


accounting for many years, will be 
split into three companies, effec- 
tive July 1. Mr. Rubel, senior part- 
ner in the company, will reestab- 
lish Ira Rubel & Co., which he 
founded in 1931. 

Two other firms, Fields & Fields 
and Godow & Lawrence, will be 
established following the split. Mr. 
Rubel has announced that his firm 
will continue to specialize in the 
field of agency accounting and 
management. The disposition of 
accounts currently handled by Ru- 
bel, Fields, Godow & Lawrence has 
not been announced. 


alltime high of $701,055,046. Since 
prices remained about the same, 
the increase, which is the 20th 


consecutive rise, resulted largely | 


from greater unit vclume, the com- 
pany reports. Net sales for the 
previous year were $632,544,531. 
Gross sales in ’53 were $755,919,- 
148 compared to $680,817,719 in ’52. 

Income for fiscal 1953, prior to 
an adjustment of the tax reserve, 
amounted to $21,800,000, or $3.77 a 
share, a gain of $1,400,000, or 25¢ 
a share over a year ago. Net earn- 
ings for 1953 were $24,800,000, 


_ equal to $4.31 a share. 


to Buy ‘Tide’ and ‘Modern Industry’ 
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Not Corbenated ~Drink All You Went 


FOR NEWSPAPERS—The Florida division of 
Clinton Foods Inc., Auburndale, is con- 
vinced that newspapers are the best medi- 
um for its Hi-C canned fruit drinks. Conse- 
quently, full-page and 1,500-line ads are 
being placed in more than 100 daily news- 
papers in a continuing campaign. L. W. 
Ramsey Co., Chicago, handles the account. 


$2,800,000 Budget 
Proposed by JWT 
for Florida Citrus 


LAKELAND, F.La., June 4—The 
Florida Citrus Commission reor- 
ganized for the 1953-54 season here 
Wednesday and took under ad- 
visement a proposed $2,800,000 
consumer advertising program pre- 
sented by J. Walter Thompson Co. 

O. C. Minton, Fort Pierce, was 
elected chairman and Robert C. 
Wooten, Dade City, was elected 
vice-chairman. Mr. Wooten also 
was appointed by Mr. Minton to 
head the important advertising 
committee. Three new members 
took their places on the 12-man 
board. They are Tom Swann and 
John Snively Jr., both of Winter 
Haven, and Herschel Sorrells, Ar- 
cadia. 


@ Three industry committees— 
representing processors, fresh fruit 
packers and growers—attended the 
meeting to hear the three-hour ad 
presentation by JWT representa- 
tives. Don Francisco, agency v.p., 
headed the eight-man group. 

A meeting was set June 10 for 
industry committees to give their 
reactions to the proposed program. 
At that time, the processors, ship- 
pers and growers will meet with 
the commission’s advertising and 
budget committee to discuss the 
seasonal plans. Chairman Minton 
announced that the full commis- 
sion will meet again on June 17. 

Approximately $2,370,000 has 
been spent on consumer advertis- 
ing during the current season but 
a bigger budget is in prospect for 
the new campaign as the result of 
action by the legislature in adding 
2¢ per box to the grapefruit ad tax, 
raising it from 4¢ to 6¢. The $2,- 
800,000 figure used in this week’s 
ad presentation is tentative and 
might be raised or lowered, de- 
pending on the volume of fruit. 


| Pearl-Wick Campaigns 

Pearl-Wick Corp., New York (Al 
Paul Lefton Co.), will feature 
Groucho Marx and Eddie Cantor in 
illustrations for a new magazine 
campaign for its hampers starting 
in the fall. The copy—color half 
pages—will appear in American 
Home, Better Homes & Gardens, 
Bride’s Magazine, Good House- 
keeping, Ladies’ Home Journal, 
Living for Young Homemakers, 
McCall's, Parents’ Magazine and 
Today’s Woman. 


New York, June 5—Dun’s Re- 
view is negotiating to buy Modern 
Industry and Billboard is negoti- 
ating for Tide. 

Eldridge Haynes, president of 
Magazines of Industry, publisher 
of MI and Tide, told AA that nego- 
tiations for sale of the two pub- 
lications are in progress, but re- 
fused to give any details. 

Roger S. Littleford Jr., co-pub- 
lisher of Billboard, said lawyers of 
both his company and Tide Are 
discussing details for Billboard to 
buy the advertising fortnightly. He 
declined to go into particulars, 
saying that “when and if a sale 
is consummated we will issue a re- 
lease.” 

Nobody at Dun’s 
reached for comment. 


could be 


s Modern Industry, established in 
1941, is a monthly magazine edited 
for industrial executives, with an 
ABC circulation of over 65,000. In 
June, 1951, it bought Tide, then a 
weekly publication, which had 
been started in 1921 by Time Inc. 
as a house organ. Later it was pur- 
chased by Raymond Rubicam, 
former president of Young & Rub- 
icam. 

In January this year, Tide be- 
came a fortnightly. Its advertising 
volume had declined substantially. 
At the time it was reported to have 
carried 1,297 pages in 1951 com- 
pared with 1,569 pages in 1950 
(AA, Jan. 26). 

In March, both MI and Tide ran 
into difficulties with the Audit Bu- 
reau of Circulations and were 
placed on probation by the ABC 
board because it was found that 
certain gift subscriptions had been 
reported as term subscription bulk 
and didn’t qualify as paid circu- 
lation. 

Release of the audits on Tide 
and MI by ABC is expected in 
the near future. 


New York Won't 
Get Agency Tax 


New York, June 5—Proposed 
legislation putting a 3% tax on ad- 
vertising agency commissions will 
be shelved. 

The City of New York had 
sought to raise $15,000,000 by the 
tax, to meet a deficit of that 
amount in the city’s budget. But 
it turns out that the city has $12,- 
000,000 more than any except 
Comptroller Lazarus Joseph 
thought. 

“The comptroller was aware of 
the additional $12,000,000 in the 
general fund, but for several rea- 
sons refused to divulge the fact,” 
said a spokesman for the comp- 
troller’s office. 


s This money and economies else- 
where will make up the deficit. 

Announcement that the money 
is available brings an early end 
to plans for an all-out war on the 
proposal by civic and _ business 
groups, which included the Amer- 
ican Assn. of Advertising Agencies, 
Assn. of National Advertisers, Bu- 
reau of Advertising and the League 
of Advertising Agencies. 


Town Names Chittick Co. 

Town Mfg. Co., Rio Grande, 
N.J., producer of the Town Foot 
cushion, has appointed Walter S. 
Chittick Co., Philadelphia, to han- 
dle its advertising. National con- 
sumer space will be used. 


Providence Adclub Elects 


Frederick C. Noyes, Horton- 


| Noyes Co., Providence agency, has 


| been elected president of the Ad- 
vertising Club of Providence. H. 
William Coulthurst, Anson Inc., 
' has been elected v.p. 
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Morae Promotes Insombutal Department Store Sales... 

Morae Pharmacal Co., Chicago, | 
is sponsoring an extensive Chicago 
promotion for its product, Insom- | 


butal. Radi : wi d for | 9° ¢ 
butal- Radio spots will be used for’ May Sales Stay About 8% Above ‘52 


Sun-Times will carry 50-line and 
405-line ads during June. Car 
cards will be used also in Chicago.| WASHINGTON, June 2—Depart- Gharleston, W. Va. ee #.> # 
M. M. Fisher Associates, Chicago, |™ment store sales, which have been) ‘gy a tanburg ey ee 
is the agency. running about 8% above year-ago) Lynchburg... —4 10 4, 
levels recently, did it again for the| Newport News... —7. 10-0. 
Von Wening Heads Board week ended May 23, according to, Huntington ................ Rs) RS 
Anthony von Wening has been| the Federal Reserve Board. — District .............. pi 13 6 
named chairman of the board of} During that week, the big stores) “Bitwinunam "°** iw. 
Froedtert Corp., Milwaukee, grain| kept their 8% edge by uppingtheir| Mobile... sos 37—«*2W 
and ar" producer. Mr. von ks tae sales volume from an index figure, Montgomery ........ +» Re 
Ae Eee ee nanan O1| of 106 to 118. All districts shared) jmp ~~ , i aoe 
Smith Corp. Milwaukee, and as|i® the gain except the San Fran-/ orlando 0 2B 
ch&irman of the A. O Smith Corp. | cisco district, where sales were * Wwthe.-Tomape sain 2 7 : 
or . ‘ tersburg ............ 5 1 
of Texas. Janes o 4 5 
DEPARTMENT STORE RET eciaccrlosecletasane . —2 9 3 
Caples Opens in San Francisco uae ik: DEX _ noes Augusta n-e-~ 
Caples Co., Chicago, has opened ; =) LES. INE X- } nena na ” he ° sz come 
an office at 260 California St., San ‘ 1947-49 equals 100 (ge eee _3 5 1 . 
Francisco. The agency has taken|™ nic ..... 10 6st QUEEN S BACKERS—Apparently content with the prospect of 52 weeks of sponsor- é 
over the facilities and personnel of }| New Orleans pl 18 a} ing Queen for a Day” over the full Mutual network, Irwin Swartzberg (center), pr 
Ley & Livingston, San Francisco|| Week to May 23, ’53*.p113_ ff | Jackson ............... ee 5 —3| president of Realemon-Puritan Co., Chicago, signs the contract. At left is Carroll ca; 
agency. The office will be headed|{| Week to May 24, ’52*..105 Chattanooga —2 2 9| Marts, manager of MBS midwest operations, and Charles Lilienfeld, v.p. of Schwim- of 
by Gaston J. Ley, manager, and|}{ Week to May 16, ’53*..105 may sess = 2 Be mer & Scott, the Realemon agency, is perched on the desk at right. Hod 
Robert J. Livingston, v.p. 1 Week to May 17, ’52*....99 —— 2 | 
: ’ eves Or 
53% ikl centnatttantaicccacs — 2 8 ‘ 
nr - = - “er ath nw a ~ ~8 33 19|NBP Appoints Bastord |Baker Joins Music Corp. — 
eek to May 10, “ eS peas .. <4 8  0| National Business Publicati _ Maury Baker, formerly radio 
e “ein aggre Washington, h ann OP eed teheviclan diveciar etts Bes 
¢ oe *Not lly adjusted. Chicago District pis 5| Washington, has appointed G. M. and television director wi at- S 
Exe. VA 17] New : Se tern ¥ ate Metropolitan Areas Basford Co., New York, to handle ten, Barton, Durstine & Osborn, ( 
OEE a Cuseage SEES ae en 1/ its advertising. The account form- San Francisco, has been named re 
ees : — Awe . gs aa p P erly was handled by Henry J, San Francisco representative for - 
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to show that the big retailers had Milwaukee _........ dng 3 7 3|advertising for Ricwill Co., Cleve- the account of Western Beet Sugar 
done about 4% more business in Green Bay ......... vee 5 30 13)land maker of insulated pipes Producers Inc., San Francisco, ef- 
Madison —9 ril8 1 : pete PIP : 
ot 2 April, 1953, than a year before. Prgms Area pettatorebense ier F and in-steam transmissions. The fective Sept. 30. James D. North, 
cs The main adjustment allowed for| “Mews _ Ange pt ‘ oe pe includes national trade general manager, will resign on the 
the fact that there was a week less| Little ROCK veces —2 5 2? wane. same date. 
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Doubleday & Co. Plans to 
Distribute Permabooks Direct 


Doubleday & Co., New York, will 
start distributing its paperbound, 
pocket-size Permabooks directly 
instead of through a newsstand 
distributor. Fred W. Murray, sales 
manager of the trade department, 
has been named to the new post of 
general manager in charge of 
newsstand book sales develop- 
ment. 

E. H. Pottle, executive assistant 
to Mr. Murray, has been advanced 
to sales manager. Robert D. Prey- 
er, manager of advertising and 
trade book sales development, be- 
comes advertising and publicity 
manager for Permabooks, succeed- 
ing Edward Stoddard, who con- 
tinues in the same duties for Gar- 
den City books. John J. Geohegan 
succeeds Mr. Preyer. 


Kirby to Beaumont & Hohman 
Jerry Kirby, formerly 
promotion department of the Chi- 


cago Tribune, has joined the staff | 
of Beaumont & Hohman, Chicago, | 
as a copywriter. Mr. Kirby has} 


been assigned to the agency’s 
Omaha office. 


Sell your product 
=1000=— 


times a day 


with Zinprcuted. 


LISTO 


MARKING PENCIL 


SELLING THE 
GROCERY TRADE? 


Everyone in the grocery trade 
knows and uses Listo! Thousands 
of markets from super markets 
to small stores use Listo to price 
everything in their stock. Make 
their pricing time your selling 
time with Imprinted Listo Pencils. 


SELLING THE 
HARDWARE FIELD? 


= | 
mium they'll use... Imprinted 


Listos! 4 z 


SELLING THE 
DRUG MARKET? 


Cosmetics, sundries and proprie- 
taries are just a few of the many 
surfaces for Listo’s clear, easy-to- 
read prices. For less than 25¢ 
your sales message will be read 
1000 times a day... for months, 
with Imprinted Listos! 


Listo writes on everything! 
Glass, metal, wood, ag a 
cellophane—to name a few 
Hardware dealers depend on 
Listo for marking all their mer- 
chandise. Give them the pre- 


Extra Heavy Leads That Won't Break or Fall Out 


Only Listo bas the patented "’Grip-Type 
Sleeve’ which prevents breakage, keeps 


leads from falling out. 


IN 6 COLORS 
BLACK GREEN BLUE 
BROWN) RED YELLOW 


€1953 


LISTO PENCIL CORPORATION 
Dept. AA, 1925 Union Street 
Alameda, California 


Gentlemen: 

Please send me full details on how we can 
put Listo Imprinted Marking Pencils to work 
for us. 


NAME 
COMPANY 
ADDRESS 
city 
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STATE 


ee ee 


in the | 


PRESS CONFERENCE—President Dwight 


amiably into the sun for this shot with members of Associated 


Eisenhower squinted 


Business Publications’ 
Editors who gathered in Washington recently. 


National Conference of Business Paper 


‘Clinica’ Jumps 
from 12,000 to 
70,000 Readers 


New York, June 4—Competitive 
pressures have resulted in an in- 
genious changeover for America 
Clinica, a monthly in Spanish 
which goes to doctors in Latin 
America. 

Clinica, which has been pub- 
lished since 1941, had a total circu- 
lation of about 12,000 (about 5,000 
paid and 7,000 controlled) and a 
b&w page rate of $290. 

This month, Clinica has an en- 
tirely controlled circulation of 
some 70,000 and a page rate of 
$450. 


® Here’s how it was done: 

The magazine previously was 
printed in Montreal and mailed to 
Latin America physicians from 
that Canadian city. It cost Pan- 
american Publications about 3¢ a 
copy for postage. 

When advertisers wanted a mass 
circulation book, George F. Zea- 
land, publisher, set out to see what 
could be done about increasing | 
circulation at least five-fold and| 
offering a low page rate per thou- 
sand. 

Last January, Mr. Zealand sent 
a man to Europe who found a good | 
printing house in Madrid, Spain, | 
known as Edciones Castilla. It was | 
found that paper costs in Spain| 
were about the same as in North 
America (Clinica would use more 
than five and a half tons of paper 
an issue), but all services were | 
cheaper than on this side of the) 
water. A big economy factor, too, | 
was the fact that it would cost only | 
3¢ to mail about 30 copies from!) 
Spain to Latin America. | 


# “As another example of econo-| 
my,” said Mr. Zealand, “we found 
that, where the minimum halftone 
plate cost in New York was $3.40, 
the Madrid price was 48¢. The 
Madrid quality is not as good, of 
course, but the plates are entirely 
suitable.” 

Mr. Zealand was happy, too, 
about the way his new Spanish 
printers had handled the first is- 
sue. “They got our first manu- 
scripts on May 1 and put 71,000 
copies of the magazine in the Ma- 
drid post office on May 26,” he 
said. 

The publisher said the new) 
Clinica sold 21 pages of ads in 


the June issue. Eighteen pages has | 


| been the average in the past. “We, 
‘have opened a new field for ad- 
|vertisers with our mass cireula- 
tion,” he said. “Clinica, which 


reaches the highest income group) 


in Latin America, is now a mass 
magazine that’s good for selling 
anything that successful business 
men buy.” 


= He said that new advertisers to 
the magazine this month are Ser- 
vel and Carrier (both for air con- 
ditioning) and Macmillan, the 
publisher. 

One decision in changing from 
part paid, said Mr. Zealand, was to 
send checks to subscribers cover- 
ing the unfulfilled portions of sub- 


scriptions. “A number of subscrib- | 


ers returned our checks,” said Mr. 
Zealand. 


Toni Backs 3 New Radio, TV 
Shows; Shares Radio Program 


Toni Co., division of Gillette Co., 
Chicago, on July 16 will sponsor 


“Place the Face,” a new half-hour | 


television show over the Columbia 
Broadcasting System. The show 
takes over the 10:30 p.m. EDT spot 
occupied by “Racket 
which the company will drop. It 


Squad,” | 


will be telecast every other week. 
“Family Skeleton” on June 8 


| bows over the full CBS radio net- 


work (Monday through Friday), 
| 7:15 p.m. to 7:30 p.m. EDT. Begin- 
ning June 29, the show switches to 
7 p.m., sharing with Manhattan 
Soap Co. (every other day basis). 
| “Wizard of Odds,” new audience 
| participation program, on June 8 
will be aired over CBS Radio at 
|3:45 p.m. EDT. Toni sponsors on 
| Monday, Wednesday and alternate 
|Fridays. On June 2, Toni began 
sharing sponsorship with General 
Mills of “Whispering Streets,” over 
'American Broadcasting Co. net- 
work. Toni will sponsor Tuesdays 
_and Thursdays at 10:25 a.m. EDT. 


| 
Llewellyn to Harry M. Miller 


C. W. Llewellyn, formerly a tele- 
vision sales executive for Crosley 
Broadcasting Corp., has been ap- 
pointed manager of the new busi- 
ness department of Harry M. 
Miller Inc., Columbus, O., agency. 


_Maynard Heads WCIA-TV 


Harry Y. Maynard, formerly 
sales manager for KTLA, Los An- 
geles television station, has been 
named general manager of WCIA- 
TV, Champaign-Urbana, Ill, new 
Channel 3 station. 


| Montreal and Toronto 
NIAA Chapters Elect 


Grant Adams, sales promotion 
| manager for Canadian Johns-Man- 
| ville Co., Toronto, has been elected 
| president of the Toronto chapter 
of the National Industrial Adver- 
tisers Assn. Other officers elected 
are Cliff Perry, Albert Jarvis Ltd., 
v.p.; Don Robertson, Heggie Ad- 
vertising Co., secretary, and War- 
ren Gee, Canadian Line Materials 
Ltd., treasurer. 

Cc. J. West, Canadian Advertis- 
ing Ltd., Montreal, has been 
elected president of the Industrial 
Advertising Assn. of Montreal. 
Other officers elected are J. F. 
Glasier, Canadian Allis-Chalmers 
Ltd., v.p.; A. F. Biggs, Canadian 
Industries Ltd., secretary, and R. 
L. Burdick, J. J. Gibbons Ltd., 
treasurer. 


Kellogg Pushes Breakfast 


Kellogg Co., Battle Creek, Mich., 
is launching a promotion for quick 
“K” breakfasts with a color page 
in the July 13 Life. The breakfast 
consists of orange juice, buttered 
toast, Kellogg’s corn flakes or other 
cereal and hot coffee. Leo Burnett 
Co., Chicago, is the agency. 


SHE MAKES WISCONSIN 


CREAM 


OF THE 


MARKETS 


Wisconsin milk production 
exceeds 15 billion pounds a 
year—73°/, more than any 
other state. Income from 
dairy products alone is more 
than $560,000,000. 

It’s because Wisconsin 
farmers welcome new meth- 
ods and new products—and 
have the cash to put them 
into use—that Wisconsin 
continues its Dairyland su- 
| premacy. Their chief source 
| of information, of course, is 
_ the editorial and advertis- 
ing columns of the “Ag’’. 
Use it to deliver your sales 
_ message to 9 out of 10 of the 
state’s best farm families. 


SERVING 


WISCONSIN 
FARM FAMILIES 
THROUGH 
104 
YEARS 


Write us for 
latest market facts 
of particular 
interest to you. 


WISCONSIN 


griculturist 


AND FARMER 


Dante M. Pierce, Publisher 
Racine, Wisconsin 
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Mother has a new‘set 


of IRONS... 


Not so very long ago, nearly every housewife 
owned a set of irons much like those shown below. 


When these cumbersome biceps builders went out, 
Mother finally got her chance to go out, too. 


Today Mother is apt to have a different set of 
irons which (male golfers will attest to this) she uses 
with great frequency. Of America’s 4,500,000 golfers, 
it has been estimated 357; are women. 


Yes, there has been a big change to more pleas- 
urable, more enjoyable living. All of us have more 
leisure time plus a new mobility that would shock 


yesterday’s highway, railroad or aeronautical 
engineers. Today we get out and travel, see things 
and do things never before possible. 


Holiday magazine enjoys its role as the leading 
agitator in this delightful revolution— this big change. 


And because Holiday is the leader, it is read by the 
leaders of the big change—more than 860,000 fami- 
lies who set the pace in every community, who enjoy 
“everyday holiday living’ at home and away. 


No wonder Holiday has ironed out many a press- 
ing sales problem for many an advertiser. ~ 


HOLIDAY MAGAZINE 


A CURTIS PUBLICATION 


...its readers are leaders 
of the big change in American living! 
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